nti-Trust Suit 
reaks Against 
eneral Outdoor 


overnment Charges GOA 
Monopolizes Medium; 
Demands It Sell Plants 


CHICAGO, June 30—The Depart- 
mint of Justice asked the feder- 
court here today to break up 
eral Outdoor Advertising Co., 
to restrain the Outdoor Ad- 
ftising Association of America 
i its constituent regional and 
ie affiliations from fixing rates 
commission paid to advertising 
*ncies. 

nm filing civil anti-trust action 
hinst the firms and the associa- 
h, Attorney General J. Howard 
Grath charged that the terms 
the consent decree signed by the 
ne defendants in 1929 “were too 
frow” and that “comprehensive” 
ief is necessary to “reestablish 
ective competition in an indus- 
in which real competition has 
long been absent.” 

The government charged that 
mneral Outdoor achieved a mon- 
bly in 1,500 cities, towns and 
rkets east of the Rockies, in- 
ding 36 key cities with popula- 
hs totaling approximately 23,- 
,000. 


In its action against the asso- 
tion, the Justice Department 
i members eliminated competi- 
h among themselves by fixing 
rates of commission payable to 
rertising agencies, and by divi- 
g the market “on a mutually 
isfactory basis.” 

esides Outdoor Advertising As- 
tion of America Inc., Chicago, 
action hits Outdoor Advertis- 
Association of the Northern 
tes, and 46 state associations all 
rtered by the national associa- 
D. 
fhe government claims General 
tdoor built a monopoly by a ser- 


(Continued on Page 4) 


In This Issue 


P. 
Warns Agencies About Giving Advice on 
{ MN: 0.6.45.004604666 66 00 ckusare 
Population of 105 Cities Over 100,000 4 
sota Doctors Plan 40 Ads in State’s 


er "Radio Ratings for May 21-27 ...... 20 
‘Destination Moon’ Tie-ups are Coming; 
a Report on Movie-Ad Tie-up Opera- 2 
yte Admen Seek Video or Contact Jobs; 
iportunities Brighter Than Expected ... 24 
1 Furniture, ar Buying Syndicate 


mm in Co-op Deal ............+.+ «oe 2B 
A’s Tells Stand on Rates, Merchandising, 
ition Requests, Publicity ............ 29 
tations to Pass Out Tokens Showing Gas a 
Rusiness Papers Get ‘Industrial Marketing’ 
i CE os beedeckdedgtesses 32 

Programming Beginning to Pall, Cunning- 

hm & Walsh Study Indicates .......... 4 


S national Trade Fair May Create New Ad- 
i cheer benececesenenesecctanes 
ty Major Changes in Audit Forms .. 46 
ts Up Code for Video Ads 47 


Features 
Market Place ..32 In Washington ....20 


ee 


g Media Path .33 Obituaries ....... 
ing Conventions .41 Photographic Review 39 
pative Corner ...28 Rough Proofs ..... 10 


Store Sales . .30 
-10 


orials = om Advertis- 


pee You "Ought to Know 44 
Ms Voice of Advertiser .34 


Advertising Age ‘ 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Ill., under the act of March 3, 1879. Copyright, 1950, by Advertising Publications, Inc. 


THE NATIONAL NEWSPAPER OF MARKETING 


Big Ad Gains Cheer 


et tae woree nes 


3050 NORTH BEOAD WAY 


MIGHTY LOW—By far the lowest priced 
16” TV sets ever sold are these new $99 
table and $149.50 console models of 
American Television Inc., Chicago. This 
Chicago Sun-Times page introduced the 
models last week. Turner Advertising 
Agency handles the account. 


Western Admen 


Hear 1949 Ad 
Case Histories 


Merilees of British 
Columbia Electric Co. 
Elected AAW President 


Los ANGELES, June 29—Shirt- 
sleeve work:0p sessions, presen- 
tations of advertising case histories 
and down-to-earth discussions of 
current problems kept interest at 
a peak throughout the 47th annual 
meeting of the Advertising Asso- 
ciation of the West during the past 
five days. 

Typical of the case histories | 
were discussions of Washington 
state apple advertising, and Car- 
nation Co.’s media selection inves- 
tigations. (For other news of the 
AAW meeting see Page 35.) 

Elwood K. Grady of J. Walter 
Thompson Co, told the story of 
Washington State Apple Commis- 
sion advertising during the 1949- 
50 season when, it is estimated, the 
$650,000 budget added from $5,- 
000,000 to $6,000,000 to product 
value. 

The national apple crop was the 
second largest in history. Wash- 
ington had a bumper crop. At the 
beginning of the season, prices 
were lower than production costs. 
Good crops in many other areas 
closed many markets to Washing- 
ton apples. 


ms With these facts in mind, a pro- 
gram of advertising in newspa- 
pers, outdoor, radio and some tele- 
vision was set up. Newspapers got 


2|$2 out of every $3 spent. They were 
5|used for flexibility and variation 


of copy, market by market. At the 
peak of the drive, 230 newspa- 
pers were used. 

Outdoor was employed exten- 


44|sively for four months in 48 mar- 


kets in Southern California and 
the southern states. Two-sheet 


3g | posters were used in subway and 


elevated stations of New York and 
Chicagos 


What They're Say- 


(Continued on Page 43) 


—+ penditure figures for all ad- 


NAMP Meet Talks 
About Problems; 
No Action Taken 


Magazine Publishers Wait 
For Congress’ Next Move 
in Postal Controversy 


Rye, N. Y., June 29—The Na- 
tional Assn. of Magazine Publish- 
ers went through its summer meet- 
ing acknowledging but postponing 
action on the problems surround- 
ing magazine publishers. 

PosTAL PrRoBLEMs: Board Chair- 
man Walter Fuller, Curtis Publish- 
ing Co., who was prevented by ill- 
ness from being at the meeting, 
observed in his message that if no 
postal bill passes by the time 
NAMP moves into Spring Lake, 
N. J., for its September meeting, 
then NAMP will continue to use 
the same approach to the postal 
situation it had used in 1950 next 
year; if a bill passes by September, 
NAMP’s action will be “governed 
by circumstances.” 

A. L. Cole, Reader’s Digest, who 
now heads NAMP’s general op- 
erations committee, realistically 
summed up the chances of getting 
through this session of Congress 
without an increase in postal rates 
as “no better than fair.” 

PAPER PROBLEMS: Mr. Cole, who 
headed the association’s paper com- 
mittee before he also took over 
as head of the general operations 

(Continued on Page 47) 


Newspaper Figures 
Next week ADVERTISING 
AGE will print complete ex- 


vertisers investing $25,000 
or more in newspapers in 
1949. There will be seven 
full pages devoted to the fig- 
ures, compiled annually by 
the Bureau of Advertising, 
ANPA, 


Newspaper 


Chapple Elected 
NIAA President 
AtL. A. Meet 


Group Skips Budget 
Study This Year; Plans 
Wider Biennial Project 


Los ANGELES, June 29—Plans for 
the long-range development of 
concrete methods of extending the 
influence and activity of the Na- 
tional Industrial Advertisers Assn. 
took the spotlight at the opening 
of the group’s annual convention 
here today. 

Among the plans presented, that 
of the Rochester chapter was most 
favorably received. The Rochester 
plan calls for an intensive study of 
what the association’s ultimate 
sphere can and should be, with a 
corollary on how any expansion 
should be financed. A plan pro- 
posed by the Kansas City, Mo., 
chapter (AA, June 26) includes an 
ad evaluation service for members. 
The Rochester proposal and others 
will be considered for final ac- 
tion by the board of directors in 
September. 


= Accepted by the board were two 
new annual awards: $1,000 from 
Industrial Press for the best pre- 
sentation of a program to sell 
advertising plans to management; 
$500 and $250 from Traffic Service 
Corp. for the two best chapter 
papers. 

Also approved were two new 
studies whose financing already 
has been underwritten by a group 


(Continued on Page 46) 


Thompson Co. 


BLOOMINGTON, IND., 


publishers gave “the soaring costs 
reason for the merger. 


Last Minute News Flashes 
BBDO Replaces JWT As Amino Products Agency 


CuiIcaco, June 30—Batten, Barton, Durstine & Osborn has been 
named to handle advertising for the Amino Products Division of In- 
ternational Minerals & Chemical Corp. here, which produces Ac’cent 
food seasoning. The account formerly was handled by J. Walter 


Two Bloomington (Ind.) Dailies Merge 

June 30—Bloomington’s two afternoon daily 
newspapers—the Daily Herald and the World-Telephone—will merge 
July 1 into a single paper, which has been named the Herald-Tele- 
phone. Mrs. Anna W. Bradfute, president of the World-Telephone, 
will serve as president and publisher of the newly formed Bloomington 
Newspapers Inc. George J. Wise, publisher of the Herald, will be ex- 
ecutive vice-president and general manager of the new company. Both 


of newspaper publication” as the 


International Silver to Start New Drive in Fall 


MERIDEN, CONN., June 30—International Silver Co. will introduce 
two new patterns with a major magazine campaign breaking in Octo- 
ber. The present media list has been increased and four publications 
have been added for full pages or spreads in color. Magazines will be 
used exclusively in this drive, which is said to be the largest ever 
launched to introduce a new sterling silverware pattern. The company 
dropped out of network radio last year and out of network TV this 
year. Young & Rubicam is the agency. 


(Additional News Flashes on Page 47) 
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Ad Execs 


TV Poses No Problem, 
NAEA Conferees Hear 
at Summer Conference 


New York, June 28—With a 
three-day summer conference at 
the Waldorf-Astoria behind them, 
members of the Newspaper Adver- 
tising Executives Association left 
for their home cities today con- 
fident that their ad medium faces 
a rosy future. 

Some of that confidence came 
from the knowledge that the 
100 leading national advertisers 
in 1949 increased their use of the 


For other news of the NAEA con- 
vention see Pages 2, 6, 48 and 49. 


medium by 47.1% over 1948. This 
was a dollar jump from $152,000,- 
000 in 1948 to $223,000,000 last 
year. 

These figures were given by 
John Ottinger, director of promo- 
tion of the ANPA’s Bureau of Ad- 
vertising, who quoted from the 
bureau’s forthcoming “Expendi- 
tures of National Advertisers in 
Newspapers,” which lists last year’s 
100 leading newspaper advertisers. 
(These expenditures will appear 
in AA July 10.) 


a Mr. Ottinger, who also outlined 
a new program for boosting the 
leadership margin of newspapers 
as No. 1 medium for national ad- 
vertising (full details on Page 6), 
listed ’49 increases by some indi- 
vidual advertisers in newspapers 
as follows: 

Chrysler, up 273% from less 
than $2,500,000 to nearly $8,750,- 
000; Ford, up 84% from under 
$6,000,000 to more than $10,000,- 
000; Colgate-Palmolive-Peet, up 
51% from less than $8,000,000 to 
more than $12,000,000; General 
Motors, up 62% from $15,000,000 
to nearly $25,000,000; and Lever 
Bros. going to more than $8,000,- 
000 from $7,200,000. 

If the advertising executives had 
been worried about TV as compe- 
tition, they were reassured by J. 
Belden Morgan, promotion direc- 

(Continued on Page 8) 


Magazine Color Ad 
Gain Told by MAB 


New York, June 29— Color ad- 
vertising in magazines continued 
to increase in 1949, and 46% of the 
advertising in 56 “leading” maga- 
zines was in color last year, the 
Magazine Advertising Bureau re- 
ported last week. 

One-third of all advertising car- 
ried by. these magazines was in 
tour colors, 

Here’s how color has grown in 
Magazine advertising, in these 56 


publications: 

Year Two-Color Four-Color 
1939 11.2% 18.6% 
1942 13.1% 22.1% 
1945 14.4% 29.2% 
1946 13.3% 30.1% 
1947* 13.0% 32.1% 
1948 12.8% 32.5% 
1949 5 3.0% 


12.5% ; 
*Only first six months of 1947; second six not 


available. 
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Consumer Spending 


Must Rise: Mazur 


New York, June 26—Paul M. 
Mazur, partner in Lehman Bros., 
investment banking firm, said 
here today that continued pros- 
perity depends on the development 


NAEA Convention 


of additional consumer spending, 
especially through advertising. 

Speaking at a luncheon at the 
meeting of the Newspaper Adver- 
tising Executives Association, Mr. 
Mazur declared that too much em- 
phasis has been placed on produc- 
tion problems and that greater con- 
sumer spending must take pre- 
cedence over production. 

“You men,” he told the NAEA, 
“have an important responsibility 
to do everything to teach consum- 
ers to increase consumption of 
present and new products.” 


e Mr. Mazur said that while “there 


is nothing organically wrong” with 
our present eConomy, “it seems 
we have the choice between spend- 
ing and prosperity on the one 
hand, and on the other, puritan 
thrift, and with it a mighty puri- 
tan or moral depression.” 
“Spending,” he added, “is the 
means by which the material 
standard of living is determined.” 


Two Name Heggie Agency 


Heggie Advertising Co., Toronto, 
has been retained by Diamond 
State Fibre Co., Toronto, maker 
of phenolic laminated plastics. In- 
dustrial media and direct mail will 
be used. The agency will also di- 
rect advertising in business papers 
and direct mail for Crouse-Hinds 
Co., Toronto, manufacturer of wir- 
ing devices and safety lighting ap- 
paratus. 


Cangemi to Lupton Agency 


Anthony R. Cangemi, formerly 
with Grey Advertising Agency and 
Kudner Agency, has been ap- 
pointed as assistant production 
manager of John Mather Lup- 
ton Co., New York. 


Agency Advice 
on Cost Ratios 
Hit by the FTC 


WASHINGTON, June 29—The Fed- 
eral Trade Commission issued a 
thinly veiled warning this week 
that advertising agencies had bet- 
ter be careful in advising their 
clients about cost ratios. 

The commission appeared to be 
chiefly concerned with situations 
in which an agency might be con- 
sidered an intermediary helping 
competitors arrive at an accepted 
ratio of cost to selling price. 

The commission’s position was 
reflected Tuesday in the release 
of a tersely worded letter to an 
unnamed agency, which had writ- 
ten in to ask where it could get in- 
formation about the percentage 
that should be added to basic cost 


in selling a product. 


“This is just a hobby, son. | make my big money selling to 
2,500,000 lowa people through the Des Moines Sunday Register” 


Nuggets are nothing compared to the Iowa “gold mine” 
where the diggings top 5 billion dollars a year. 


It’s an easy “claim” to work, 


too. One paper—the Des 


Moines Sunday Register—so thoroughly covers it, that 
alone it gives 75% of all its buying families. Coverage in 86 
out of lowa’s 99 counties ranges from 50% to 100%, with 


not less than 25% in the others. 


Advertisers who know a good thing when they see it are 
flocking to the Des Moines Sunday Register like the rush of 
’49! That's why, now, only 9 other American cities have 


Sunday papers as large . 


. . why the Des Moines Sunday 


Register stands 7th among all Sunday newspapers in gen- 


eral advertising linage! 


Cost of the Des Moines Sunday Register? Milline rate, a 


modest $1.57. 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA'S TOP 20 CITIES 


ABC CIRCULATION March 31, 1950: 


Daily, 372,051— Sunday, 540,192 


THE DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 


Represented by: 
Osborn, Scolaro, Meeker & Scott 


New York, Chicago, Detroit, Philadelphia 


HAPPY THREESOME—Alfred Epstein, 
president of Pfeiffer Brewing Co., Worth 
Kramer (center), assistant general man- 
ager of WJR, Detroit, and Harry Wis- 
mer, general manager of the station, 
all seem pleased with themselves follow- 
ing the signing of Pfeiffer as sponsor of 
16 broadcasts of the Detroit Symphony 
Orchestra. 


FTC answered coldly that it 
does not have this kind of informa- 
tion “available for distribution” 
and. that even if it did, “it could 
not, with propriety, furnish it.” 


a The commission’s letter noted: 
“No principle is more firmly estab- 
lished under the anti-monopoly 
laws than that it is an unreason- 
able restraint of trade and unfair 
method of competition for enter- 
prises in the same line of business 
to agree on selling price or upon 


significant elements of selling 
price.” 
FTC added: “It is well estab- 


lished that an agreement is found 
where there is an actual meeting 
of minds, whether or not there has 
been a formal exchange of views 
or a formal drafting of agreement, 
and whether or not agreement was 
reached through an intermediary.” 
The message to the agency said: 
“Accordingly, your search on be- 
half of your client for an ‘accepted’ 
ratio of cost to final selling price 
is one which, if successful, might 
subject both that client and your 
agency to serious legal risks.” 


@ Though FTC would not elabo- 
rate on its message, its harshness 
stood out in the light of this back- 
ground: 

1. Actually, FTC’s files bulge 
with reports on costs and profit 
margins for dozens of industries, 
published by the commission in 
recent years. These reports are 
readily available from the Govern- 


ment Printing Office, and could 
have been provided if FTC had 
wanted to be helpful. 


2. By releasing its letter, FTC ° 


was taking an unusual step which, 
in itself, indicated that the com- 
mission wished to speak over the 
head of its anonymous correspond- 
ent to other members of the busi- 
ness world. - 

3. While official confirmation 
could not be obtained, it is well 
known here that some FTC peo- 
ple are worried about situations in 
which agencies may be handling 
competitive and semi-competitive 
products, particularly in view of 
the increasing amount of research 
which agencies are doing in the 
cost and price field. 

FTC’s advice to the unnamed 
agency was: “If your client de- 
sires to price his product by adding 
to the basic cost a markup to 
cover expenses of distribution and 
profits, his safest course is to base 
that markup upon his estimates 
of the amount of these costs, the 
way they will be affected by 
changes in volume of business and 
the way the demand for his prod- 
uct will be affected by price.” 


Moore and Beckham Launch 
Agency in Connecticut 

Joseph P. Moore, formerly a 
vice-president and account execu- 
tive of Lindsay Advertising Agen- 
cy, and Robert S. Beckham, for- 
merly with Erwin, Wasey & Co., 
have opened their own agency as 
Moore & Beckham Inc. with of- 
fices at 1 E. Putnam Ave., Green- 
wich, Conn. 

The staff includes Edward C. 
Sandback, formerly art director of 


Joseph Moore Robert Beckham 


Troeger Phillips Studio, as art 
director, and B. Frank Stall, pre- 
viously with the advertising and 
sales promotion department of 
Kraft Foods Co., as production 
manager. Among the agency’s in- 
itial clients are: Ansonia O & C 
Co., Auth Electric Co., Boots Air- 
craft Nut Corp., Marble Institute 
of America, Sorensen & Co., Tilo 
Roofing Co., and F. H. Woodruff 
& Sons. 


Great sales in the great outdoors 


COL 48. same moe seme 
GET TO KNOW YOUR LINCOLN-MERCURY DEALER! 


SHOWMANSHIP. Mercury adver- 
tises its great car Outdoors... 
where it’s bound to show off to 
best advantage. On GOA panels 
your product appears big, colorful 
and dramatic. It catches the eye, 
sticks in the mind. That kind of 


1925 Silver Anniversary Year 1950 


impact pays off in sales every 
time! General Outdoor Advertis- 
ing Company, 515 S. Loomis St., 
Chicago 7, Illinois. 


Advertising Age, July 3, 1950 ’ 
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Never Underestimate the Power of a Woman! 


* 


Nor the power of the magazine women prefer so overwhelmingly that it outsells 


{ every other magazine in the world at nn ee 0 URN A l 


2K More newsstand copies bought per issue than any weekly or any other monthly—ABC averages, 12 months, 1949. 
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Anti-Trust Suit 
Breaks Against 
General Outdoor 


(Continued from Page 1) 
ies of actions: 

1. By purchasing physical assets 
of approximately 50 competitors. 

2. By purchasing controlling 
stock in numerous other concerns. 

3. By merging competitors and 
assuming policy control over merg- 
ed companies. 

4. By making plant exchanges 
with competitors in such a way 
as to eliminate competition. 

5. By using Outdoor Advertising 
Association of America Inc. to 
promote its monopoly. 

6. By agreeing with its largest 
comvetitor, Foster & Kleiser, San 
Francisco, to operate only east of 
the Rockies, while Foster & Kleis- 
er would operate only west of the 
Rockies. 


a Attorney General McGrath ask- 
ed the court: 

1. To force General Outdoor to 
sell all stock, physical assets and 
other financial interests acquired 
by it in posier plants of others 
since the date of the consent de- 
cree, May 7, 1929. 

2. To dispose of half of its poster 
plants in each city having a pop- 
ulation of over 50,000 in which 
it presently operates such plants 
and in which it now has no ef- 
fective competition. 

3. To sell all its stock in Outdoor 
Advertising Inc. 

4. To prevent GOA from reguir- 
ing that national advertisers and 
advertising agencies place con- 
tracts for outdoor advertising with 
it in one or more cities as a condi- 
tion to exhibiting advertising copy 
by General Outdoor in any other 
city. 

5. Be enjoined from carrying out 
its division of territory agreement 
with Foster & Kleiser. 


w The government wants Outdoor 
Advertising Association of America 
and its members enjoined from 
following any policy or program 
which will result in the operating 
of only a single poster plant in any 
given city, town or market or from 
making any allocation of territory 
among themselves, or in fixing the 
price of commissions payable to 
advertising agencies. 

In support of the action, Assist- 
ant Attorney General Herbert 
Bergson, in charge of anti-tryst 
activities, estimated that outdoor 
advertising involves more than 
$75,000,000 a year. 

“It is one of the most important 
advertising media, and must be 
kept free of crippling trade re- 
straints and closed door monopo- 
listic practices,” he said. 


a General Outdoor immediately 
issued the following statement of 
its position: 

“The company has scrupulously 
tried to observe and live within 
the anti-trust laws at all times. 
We are confident that we have 
done so. Respecting size, our vol- 
ume of business is a relatively 
small proportion of the total out- 
door advertising medium. 

“We are in no sense a monopoly 
and never have been. The charges 
are without factual or legal foun- 
dation. We intend to defend the 
suit with the utmost vigor and 
are of the firm belief we will be 
successful.” 

General Outdoor executives were 
taken completely by surprise by 
the filing of the complaint. 

In October, 1944, federal grand 
jury subpoenas were issued here 
to permit government investigators 
to look at General Outdoor rec- 
ords and those of other segments 
of the industry here. No action was 
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City Populgtions 


Source: Census Bureau 


(1940 and 1950 Populations of U. S. Cities 
Having More Than 100,000 Population within 
Corporate City Limits.) 

1940 
Rank 1940 1950 
1. New York 7,454,995 7,800,000* 
2. Chicago 3,396,808 3,631,835 
3. Philadelphia 1,931,324 2,000,000* 
4. Detroit 1,623,452 1,837,613 
5. Los Angeles 1,504,277 1,954,036 
6. Cleveland 878,336 909,546 
7. Baltimore 859,100 900,000* 
8. St. Louis 816,048 852,523 
9. Boston 770,816 788,552 
10. Aner mt ol 671,659 770,000* 
1l. Washing 663,091 780,000* 
12. San Francisco 634,536 760,439 
13. Milwaukee 587,472 632,938 
14. Buffalo 575,901 575,000* 
15. New Orleans 494,537 568,407 
16. Minneapolis 492,370 517,410 
17. Cincinnati 455,610 499, 
18. Newark . +, Pr 
19. Kansas City, Mo. 399,178 453, 
20. Indianapolis 386,972 424,683 
21. Houston eee té«éh > 
22. Seattle 368, 462,981 
23. Rochester 324,975 331,292 
24. Denver 322,4 440,000* 
25. Louisville 319,077 71,859 
26. Columbus 306, 373,821 
27. Portiand, Ore. 305, 371,009 
28. Atlantic City | Rese 
29. Oakland 302,163 378,322 
30. Jersey City ee =e 
31. Dallas 7. 432,805 
32. Memphis , ,025 
33. St. Paul 287,736 310,155* 
34. Toledo 282,349 301,372 
35. Birmingham 267,583 298,747 
36. San Antonio a —=——té«—w hn 
37. Providence 253,504 254,027 
38. Akron 244,791 273,189 
39. Omaha | haere 
40. Dayton 210,718 243,108 
41. Syracuse 205, 220,067 
42. Oklahoma City 204,424 242,450 
43. San Diego 203,341 321,485 
44. Worcester, Mass. 193,694 1,875 
45. Richmond, Va. 193,042 897 
46. Fort Worth, Tex. 177,662 277,049 
47. Jacksonville, Fla. 173,065 ...... 
48. Miami, Fla. 172,172 247,262 
49. Youngstown, 0. 5720 167,643 
50. Nashville, Tenn. 167,402 173,359 
51. Hartford, Conn. 166,267 176,623 
52. Grand Rapids, Mich. 164,292 175,647 
53. Long Beach, Cal. 164,271 243,921 
54. New Haven, Conn. 160, 164,206 
55. Des Moines, la. 159,819 176,954 
56. Flint, Mich. 151,543 162,193 
57. Salt Lake City, Utah 149,934 181,902 
58. Springfield, Mass. 149,554 162,601 
59. Bridgeport, Conn. 147,121 158,678 
60. Norfolk, Va. 144,332 182,377 
61. Yonkers, N. Y. Pree 
62. Tulsa, Okla. 142,157 180,586 
63. Scranton, Pa. 140,404 124,747 
64. Paterson, N. J. 139,656 139,423 
65. Albany, N. Y. 130,577 134,382 
66. Chattanooga, Tenn. 128,163 130,333 
67. Trenton, N. J. 124,697 127,894 
68. Spokane, Wash. 122,001 160,473 
69. Kansas City, Kan. 121,458 129,853 
70. Fort Wayne, Ind. 118,410 132,831 
71. Camden, N. J. 7,536 124,474 
72. Erie, Pa. 6,955 130,125 
73. Fall River, Mass. » Sire 
74. Wichita, Kan. ee 
75. Wilmington, Del. 112,504 109,907 
76. Gary, Ind. a —=——=«é« vw 
77. Knoxville, Tenn. co) 
78. Cambridge, Mass. 110,879 120,700 
79. Reading, Pa. 110,568 108, 
80. New Bedford, Mass. 110,341 109,033 
81. Elizabeth, N. J. 109,912 112,675 
82. Tacoma, Wash. 109,408 142,975 
83. Canton, 0. 401 116,312 
84. Tampa, Fla. 108,391 124,073 
85. Sacramento, Cal. —— #8 660hee 
86. Peoria, Ill. 105,087 111,475* 
87. Somerville, Mass. 102,177 102,254 
88. Lowell, Mass. 101,389 80,427 
89. South Bend, Ind. 101,268 115,624* 
90. Duluth, Minn. 101,065 104,060 
91. Charlotte, N. C. 899 133,212 
92. Utica, N. Y. 100,518 101,479 
Mobile, Ala. 78,720 126, 
Phoenix, Ariz. 65,414 105,00. 
Berkeley, Cal. 547 112,125 
Pasadena, Cal. 81,864 103,971 
Waterbury, Conn. 99,314 104,209 
Allentown, Pa. 904 106,254 
Austin, Tex. 87,930 131,964 
Corpus Christi, Tex. 57,301 108,051 
El Paso, Tex. 810 130,003 
Little Rock, Ark. 88,039 101,387 
Savannah, Ga. 996 119,109 
Baton Rouge, La. 34,719 3,954 
Montgomery, Ala. 78,084 105,715 


* Census Bureau estimate. 


taken by the grand jury, however, 
and outdoor men here had be- 
lieved that the investigation had 
cleared the industry of any sus- 
picion of monopolistic practices or 
violation of the 1929 consent de- 
cree. 


a The government’s suit says that 
General Outdoor has spent about 
$1,000,000 since 1929 to acquire 
some 400 plants from about 50 
operators. 

The 1929 consent decree, the 
suit explains, provided that GOA 
cease to sublet contracts in cities 
where it had no plants of its own. 

The government says GOA holds 
70% of the stock of Outdoor Ad- 
vertising Inc. and requires OAI 
to exempt GOA from its regular 
5% commission, on certain ac- 
counts. GOA, the suit declares, gets 
70% of the dividends of OAI al- 
though it has paid in only 34.6% 
of its fees. From 1936 through 1949, 
says the suit, 500 other stockhold- 
ers received about $500,000 in div- 
idends and GOA received $1,100,- 
000. 


Oi eee oe ee See i a ee Lee ee Te ee et a a eee = a a a ee eee eee eo eet se a cle gies ; Bs oy, Oe be ise ioe sae eee i ig & x bi eee 
toe 
ee —— 3 ee TA ee 
: ae NY Se Ts > 
et te ap TR) ee es ee ee ue ee Smee ene a ° an 
a weit ae ° eee ° - he KS % 
Retailing Daily starts its 3rd year as adaily =“. “5 
j [6—(2a%) 2 VE 
iii | Ske caps Boat: ae 
SEM se) em ee eo ee 2 Pn ae he y 4 
2 . ae ee . . . : .— rae — sii — < aN “She | 
with a - oS agate oa 
| Nali-time high in circuiation we 
e: x slo Su af ' 
: NE 7 Ao See 
- * ri te a = % 
a ae S eel, 
igusiiey. Sy we i 
ae Che using se he: Mere cae ioe vane Rie 5 RO Rage as en 2 "ae ee. Ek. ; . 4 os ey | Ke, \Ss Ge = a 
. i she Sas : : Ts a Sua z eis ‘ad oe 2 - a 7 : 7 — ial & tine? 1 a gs \ 
: : OR esa ey 
: Hall | NERC WST 
pe P ' i * =~ = ‘ 
7 OS 5) a Se 
7 : SS — 2 y 
; ° = as Ee e 
% : ng Wik ks . on Sere So , a 
eee: > es scope = yk heen Shae ey rebar Mae a vm YW) OF 4. 
TOPS IN TOTAL CIRCULATION! TOPS IN RETAIL CIRCULATION! “"° 8s’ | 
par ‘ : as : . SY Kh os» : 
, >t hmm ...:* 
30,000 r 17,000 —: a Us i AS : wah 
4 A ae ; j 
| 7 ESS 
Seer Peat ee * . S 
% p Ra Strats ’ } 
3 | bas ak SACS 
- 27,000 ~ a 15,000 d “t lh re Nat: SF ¢ 
+ 2,000 - ‘ . 
in Fe pa. ihn pk). B 
an y see ae | — 7, til aa 5 
ae 4 | “i | ; B | | 
j 7 oa a AP Y ») & 
- 24,000 . 13.000 sania 2 “, =. 
- WUNE'48—  sCUNE'SO«S—(ts«UNE'6—ti«éinte tO CLA 7 
Seay eine ee aes: ey ae hs ane? oa \ 4 
Re ne ay hace eo : a to) "aa Ve Cp a | 
_ home furnishings business paper feld, more and more — Wm» A Agr ae: | 
Paying subscribers keep right on flocking to Sa yAN tal MG 
soo . sa : . er me Nay be 
—- 's No. 1 home furnishings business paper... ss & Ss Oh SSS: %, 
Alaa la i i [NESE Ds & 
SW Dae! ete tg ve. And the reason for this rocketing recor “7% STUN YF a 
| een ac , ] ali : Only RETAILING DatLy 1 e saci ” pace te ENE Loy | 
. the home furnishings industries the vita An’ oN SS w 
. __ ‘ i . . 5 : 7 4 & . MAN 
_ up-to-the-minute news-and-ideas coverage they must = > ™ PNR WJ + 
ee re aes fee wee ae” As : al _ 
gt Pe AAR 5 ogee ee eae gw acnaregr ee Se ; 
FS 7 ; Pes . ‘S 
— Retailing Daily _ SNC SBAG 
z 5 ae oS ° a) oy ; aenals ee at 3 ‘ | hk Ka [> ye 
_ A Fairchild Publication, 7 East 12th St,N.¥.3 —— 
at sg icc a cca oi ro ba cae etl ; 
— o! 
cee | . ME, TOO: 
: G VOLUME, : 
DVERTISIN “0 | 
a Pp * A rae | 
= TO 2 | 
mae | 
" : ( 
eg Col 
fsa % 
ogee a 
2 iS oEee : 7 \ 
ais ness papers!) Re Ee | 
Cee: ee ae 
Se eae spiGie Bales 0s 0 eam ena ae: | 
_ AMERICA’S NO. 1 HOME FURNISHINGS -BUSINESS PAPER, covering: _ “a 
FURNITURE & BEDDING CURTAINS & DRAPERIES’+ FLOOR COVERINGS * CHINA & GLASS * GIFTS & DECORATIVE ACCESSORIES 
UPHOLSTERY FABRICS # LAMPS & LIGHTING * HOUSEWARES » MAJOR APPLIANCES * RADIOS, PHONOGRAPHS, RECORDS © TELEVISION | 
| 
case ae Po cad tea RS ARE ae a a 7 ee Bese Soe in ie “ “i eee rat a ae cm 4 : , ng pies ; al ee ae is © at ner > is sek : . aint ‘ i : Te ae ee WE a 4 ; bee nae ee ale a ™ a 
ai Ne RR A a SMM NE MS AR a oy a a a A aa on | cies I ana la th wg 


fk ieee 0 a0 


“The up-to-the-minute and accurate information | get from Advertising 
Age each week is a great help to me in keeping fully informed with the least 
amount of effort. | subscribe to three other excellent magazines 


of this type, but Advertising Age is the first one | read." 


DONALD W. STEWART 


Mr. Stewart has been advertising manager of The Texas Company 
since May 1, 1945. He was born July 18, 1906 in New York City. 

| After attending Ethical Culture School and New York University, he 
was employed by Batten, Barton, Durstine, & Osborn, Inc., and was 


subsequently associated with the magazine Newsweek, and with J. Walter 


Thompson Company. He entered the service of the Texas Company in 1936. 
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BofA Urges More 
Backyard Effort 
for National Ads 


Ottinger Outlines Plan; 
Brochure Tells Failings 
in Competitive Struggle 


New York, June 28—Newspa- 
pers were urged this week to step 
up their selling attack on local rep- 
resentatives of national advertisers 
as part of a new 
plan to produce 
more profits from 
national advertis- 
ing in newspa- 


pers. 

John C. Otting- 
er, promotion di- 
rector of the Bur- 
eau of Advertis- 
ing, ANPA, out- 
lined the plan at 
the Newspaper 
Advertising Ex- 
ecutives Association convention 
here yesterday, calling attention 
to the growing influence of dis- 
trict managers, wholesalers and 
salesmen on the selection of ad- 
vertising media. 

The bureau and newspaper rep- 
resentatives, Mr. Ottinger said, can 


NAEA Convention 


cover advertisers and agencies, but 
“the crux of today’s problem is 
that many factors far beyond the 
direct reach or influence of the 
bureau or newspaper representa- 
tives go into the making of both 
kinds of decisions (i.e., choice of 
media and choice of markets) on 
media by national advertisers.” 


John Ottinger 


= “No longer is sales effort on the 
advertiser and agency alone—how- 
ever aggressive and_ skillful— 
enough to do the job that must be 
done,” he warned. “This vital and 
often-neglected part of the nation- 
al job can be done only at the local 
level—and only by individual 
newspapers or combinations of 
newspapers in individual local 
markets.” 

More national advertising, ac- 
cording to a brochure distributed 
at the meeting, represents news- 
papers’ best solution to the prob- 
lem of rising costs, particularly 
since newspapers, despite great 
gains, still account for only about 
one-third of the national ad dol- 
lar, compared to three-fourths of 
the retail ad dollar. 

The brochure, titled ‘More Prof- 
its from National Advertising,” is 
the work of the bureau’s plans 
committee. 


@ In the preliminary section, it 
charges that newspapers have (1) 
let radio and magazines grab the 
spotlight in the attention of retail- 
ers, (2) let competitive media do 
a better job of persuading adver- 
tisers’ sales organizations that ad- 
vertising should be concentrated 
in them, (3) let magazines domi- 
nate the retail business papers— 
and (4) left manufacturers in the 
dark about the actual source of re- 


SOUNDS LIKE MAGIC = WORKS LIKE MAGIC 


YOU could set type for an ad like this right at your own 
desk, It's no trick at oll with FOTOTYPE - the streamlined 
successor to metal type. Just slip die-cut eardboord 
letters into exclusive, self-aligning composing stick. 
Slashes type costs. Makes loyout preparation easier, 
faster. Wide selection of type faces. Catalog free! 


FOTOTYPE, INC., 1415 Roscoe, Chicago 13 


tail sales. 

The bureau’s plan for changing 
this situation is, briefly: 

1, To have newspapers assemble 
factual data about their market, 
the media in it, and local sales and 
distribution information. 

2. Concentrate on district man- 
agers and salesmen; tell them 
about the market, tell them about 
the newspaper’s penetration. 

3. Contact major wholesalers, 
distributors and district chain store 
headquarters. 


4. Go after prospects in the mass 
with planned schedules of meet- 
ings, setting them up as to type— 
distributors’ sales meetings, retail- 
er associations, general meetings 
(chamber of commerce, Rotary, 
etc.) 

5. Use by newspapers of their 
own ad columns. The bureau has 
special advertisements coming up 
for use by newspapers this fall. 

6. Assignment by papers of a 
specific person to start the job and 
follow it. 


Plough Names Krelstein 


Harold R. Krelstein has been 
named vice-president of Plough 
Inc., Memphis, manufacturer of 
household necessities. He is vice- 
president and general manager of 
Station WMPS, Memphis, a whol- 
ly-owned subsidiary of Plough. 


Tanis Moves Offices 

Tanis Co., Philadelphia, mar- 
keting, management and sales de- 
velopment organization, has moved 
to larger quarters in its present 
building, 1420 Walnut St. 
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KMTV to Leave DuMont 


KMTV, Omaha television sta- 
tion, has resigned its affiliation 
with the DuMont Network effec- 
tive with the date of interconnec- 
tion by radio relay and coaxial 
cable in September. The station 
will continue to keep its affilia- 
tion with ABC and a 


Two Join Chernow Agency 

Robert Bellamy and Roma Rudd 
have joined Chernow Co., New 
York, as art director and copy 
chief, respectively. 
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Why aren’t they all as wary 
of schemes promising 
a free ride to Utopia? 
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Chirurg Boston Office 
Gets Two New Accounts 


Rogers, Lunt & Bowlen Co., 
Greenfield, Mass., manufacturer 
of Lunt sterling silverware, has 
named James Thomas Chirurg 
Co., Boston, to handle advertising 
and merchandising. National mag- 
azines will be scheduled. J. R. 
Flanagan Advertising Agency for- 
merly handled the account. 

The agency’s Boston office also 
has been selected for advertising 
of Cry O Vac consumer goods di- 
vision of Dewey & Almy Chemical 


Co., Cambridge, Mass., manufac- 
turer of plastic bags for household 
use. Frederick A. Russell Adver- 
tising Agency, Boston, previously 
had the account and will continue 
on other Dewey & Almy products. 


Opens San Francisco Office 


Western Radio Sales, Holly- 
wood, radio representative for the 
West Coast only, has opened a new 
office in San Francisco with Roger 
R. Hunt as manager. The new of- 
fice will operate under the name 
of West Coast Radio Sales. 


‘Gazette’ Names Close 


George D. Close Inc., newspa- 
per representative, has been named 
to represent the Gazette, Anaheim, 
Cal., which, after 80 years as a 
weekly, has become a daily. Jess 
M. Laughlin has joined the Los An- 
geles office of the Close organi- 
zation. 


Burroughs Appoints Clifton 

D. E. Clifton has been appointed 
director of the marketing person- 
nel division of Burroughs Adding 
Machine Co., Detroit. 


Collins Joins Urben Farley 


Vincent J. Collins, formerly in} 


the advertising department of Cud- 
ahy Packing Co., and with Bel- 
nap & Thompson, has joined Urben 
Farley, Chicago, publishers’ rep- 
resentative. He will cover central 
and southern Illinois and Indiana. 


Karcher to Ludgin Agency 

Kenneth B. Karcher, formerly 
account executive with Waldie & 
Briggs, has been named to the 
creative staff of Earle Ludgin & 
Co., Chicago. 


of Commons. 


a proposal for doubling 


and putting a 33%3% purchase tax on com- 


a 


People are funny! Puta “free” tag on a house 
complete with car and the universal reaction 
will be: “What’s the catch?” 
many persons fall hard for promises of a free 


ride to health, wealth, and happiness. 


The price tag on the Welfare State may read 
“free”; actually, the cost comes high, as the 
British people found out when Sir Stafford 
Cripps presented his new budget to the House 
The Chancellor of the Ex- 
chequer included in this budget almost a 


billion dollars for socialized medicine—plus 


But far too 


the tax on gasoline 


istic approach to taxation. 


CHILTON COMPANY (INC.) 


Chestnut and 56th Sts. 


Philadelphia 39, Pa. 


100 East 42nd Street 
New York 17, N. Y. 


mercial vehicles. Truckers immediately began 
talking about an extra delivery charge on bills 
for groceries, meat, bread, and like necessities. 
So, the bill for “payless” visits to doctor and 


dentist would be added to the cost of eating. 


We, at Chilton, believe the time has come to 
stop the proponents of the Welfare State 
from putting fraudulent price tags on their 
promises. We believe that now is the time to 
demonstrate to the American public that the 
real road to a better standard of living for 
all is the encouragement of free enterprise 


through economy in Government and a real- 
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Dowd Buys Blaker 
Agency. Merges with 
Redfield-Johnstone 


New York, June 27—Redfield- 
Johnstone has merged with John 
C. Dowd Inc., Boston agency, to 
form Dowd, Redfield & Johnstone. 
The Dowd agency bought Blaker 
Advertising Agency, a 16-year old 
New York company, prior to the 
merger. : 

Dowd, Redfield & Johnstone will 
have offices at 501 Madison Ave, 
and John C. Dowd Inc. will con- 
tinue to operate from its Boston 


Johnstone 


Dowd Redfield 


headquarters. Both agencies will 
conduct their business as auton- 
omous branches. 

LeGrand Redfield, formerly 
chairman and treasurer of Red- 
field-Johnstone, will be chairman 
of the new agency, while John C. 
Dowd, president of John C. Dowd 
Inc., will be president. Edmund F., 
Johnstone, formerly president and 
secretary of Redfield-Johnstone, 
will be executive vice-president of 
the new combination. 


a Edward D. Parent, executive 
vice-president and media and re- 
search director of John C. Dowd 
Inc., will be treasurer. Harold 
Tuers, formerly president of Blak- 
er Advertising Agency, will be sec- 
retary. William Eynon, formerly 
with H. B. Humphrey Co., will di- 
rect radio and television activities. 
Estimates of the billing held by 
the new combination place total 
business for Dowd, Redfield & 
Johnstone at $6,000,000. 


WHBF-TV Begins Operations 


WHBF-TV, Rock Island, IIl., has 
begun transmitting regularly 
scheduled programs. The station 
will operate on a Wednesday 
through Sunday schedule. WHBF- 
TV is affiliated with American 
Broadcasting Co., DuMont Net- 
work and Columbia Broadcasting 
System. The station will operate 
entirely on film at present and 
plans to carry live programs 
around Oct. 1 when relay stations 
are completed. 


KLRA Appoints William Hutt 


William V. Hutt has been ap- 
pointed general manager of the 
Arkansas Gazette’s Station KLRA, 
Little Rock, succeeding Edward V. 
Murphy, who resigned but will 
continue to serve the station as a 
consultant. Mr. Hutt was formerly 
promotion manager. 


Dodge Mfg. Names Bassett 
Dodge Mfg. Corp., Mishawaka, 
Ind., has appointed Kenneth Bas- 
sett, with the company 23 years, 
as supervisor of sales promotion. 
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I-MINUTE SPOTS ON 
50,000 WATTS 
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estoblished local - 
Sports! Mutual Co-ops! (1060 ON YOUR DIAL) 


25 YEARS OF SUCCESSFUL SERVICE TO abvERTIsER 


NATIONAL REPRESENTATIVES 
RA-~TEL 
420 LEXINGTON AVE., N.Y.C. 
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McMurray Promoted 


C. T. McMurray, vice-president 
in charge of sales and a member of 
the operating committee of the 
Minnesota & Ontario Paper Co., 
Minneapolis, has been named ex- 
ecutive vice-president. He will 
have direct supervision over all 
of the company’s sales and pro- 
duction operations. 


Gedney to Beatty & Oliver 

Gedney Electric Co., New York, 
has appointed Beatty & Oliver, 
New York, to handle advertising of 
electrical fittings in business pa- 
pers. George Homer Martin Asso- 
ciates previously handled the ac- 
count. 


ONE 
MINUTE 
TV FILM 


Mail Users Fight 
Section on Package 
Size, Weight Limit 


WASHINGTON, June 29—Senate 
hearings on the House-approved 
$150,000,000 postal rate increase 
neared completion this week with 
wholesalers, mail order houses 
and other mail users fighting a 
section which reduces the size and 
weight limits of parcel post pack- 
ages. 

Paul H. Bolton, executive vice- 
president of the National Assn. of 
Wholesalers, said the new limit 
will cause the department “merely 
to handle double the number of 
packages.” 

Another witness, Paul W. Brown, 
of Sears, Roebuck, said it would 
probably increase the postal defi- 


cit by depriving the department 
of the heavier—better paying— 
packages. 

Mr. Brown denied that the limit 
would achieve its intended pur- 
pose: to divert parcel business 


back to Railway Express, which, 
he contended, has been lost to car 
forwarding companies, over-night 
trucking companies and air ex- 
press. Senate committee members 
may recall Postmaster General 
Jesse Donaldson for a final appear- 
ance before voting on the bill. 


La Playa Picks Spector Co. 


La Playa Products, New York, 
manufacturer of hair preparations, 
has appointed Raymond Spector 
Co., New York, to handle adver- 
tising for Eventone hair color. 
Newspapers and television will be 
used. Grant Advertising formerly 
serviced the account. 


Gets Lobster Account 


Alley & Richards Inc., Boston, 
has been named to handle adver- 
tising for Saltwater Farm Inc., 
Damariscotta, Me., packer and 
shipper of live lobsters direct to 
consumers. 


Belleville Lock Names Wilson 


John M. Wilson has been ap- 
pointed sales manager of Belle- 
ville Lock Co., Belleville, Ont. 


a 


Newspaper 


(Continued from Page 1) 
tor of the Hartford Courant. After 
asserting that newspaper circula- 
tion has not been affected by the 
advent of TV, Mr. Morgan said: 


s “For my part, I believe, especi- 
ally since there are 1,123 daily 
paper communities out of 1,400 in 
the United States that have only 
evening papers to read, that tele- 
vision will be a stimulus to news- 
paper circulation as a whole, just 
as radio was—only more so.” 

As for selling advertising, Mr. 
Morgan said: “We are entering the 
same era that we entered with 
radio years ago. The newspapers 
had trouble with radio then be- 
cause radio had purported audi- 
ence facts while newspapers had 
little but ABC figures. 

“Do we not have in the mechan- 


Your Spot Radio Dollar 


Is A Better Bargain Than Ever 


: WHO Costs 52% Less 


Than in 1944, and Influences 
66% More Buying Power! 


- though the costs of most commodities and services have risen by leaps 
and bounds since 1944, comparisons prove that spot radio in Iowa actually 


costs less today than five years ago. 


In terms of home radio sets, WHO cost 52% less than in 1944, This of course 
is due to the fact that Iowa home sets have increased by 1,236,000 (136%) 
since 1944* (and modern research proves that sets make today’s audience). 


Even more startling than the lowered 
time-cost-per-thousand-home sets, however, 
is the fact that Iowa income in the same 
period of time increased $1,510,100,000, or 
66%. (lowa’s income in 1944 was $2,287,- 
000,000; in 1949 it was $3,797,100,000.) 
If in 1944 the expenditure of $1 for radio 
time impressed $1,000 of income, $1 today 
would impress an income of $3,460. This 
means that expenditures on radio today in 
Towa are more effective as regards total 
income by the astounding amount of 346%! 


Since 1944, Iowa radio homes have even 
increased 29%, for a total of 769,200. Com- 
paring WHO's 1944 and 1949 rate cards, 
this represents a drop of 10.6% in time 
costs, per thousand radio homes. Thus, in 
addition to covering far more radio homes 
and receiving sets per dollar, spot-radio 
advertisers on WHO 
greater purchasing power now than in 


influence vastly 


1944, And, remember this analysis is for 
home sets alone — it omits the hundreds of 
thousands of sets in Iowa cars, barns, stores, 


schools, restaurants, offices, etc., as weil as 
additional millions of sets in WHO's vast 
secondary areas in “Iowa Plus.” 

No wonder WHO is today a “Better Buy 
Than Ever.” For additional facts about 
WHO's great audience potential, write to 
WHO or ask Free & Peters. 


* SOURCE: The 1949 Iowa Radio Audi- 
ence Survey. This famous Survey of radio 
listening habits has been made annually 
for the past twelve years by Dr. F. L. Whan 
of Wichita University and his staff. It is 
based on personal interviews with thou- 
sands of Iowa families, scientifically se- 
lected from cities, towns, villages and farms 
all over the State. 


As a service to the sales, advertising, mar- 
keting and research professions, WHO will 
gladly send a copy of the 1949 Survey to 
anyone interested in the subjects covered. 


W inl © 


* for lowa PLUS + 
Des Moines . . . 50,000 Watts 
Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 
National Representatives 
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Big Ad Gains Cheer 


Ad Execs 


ism of the Continuing Study of 
Newspaper Reading,” he contin- 
ued, “the tool we can use to forge 
real weapons for the coming bat- 
tle? I think we do.” 


a Complacency—if it was present 
at the Waldorf—was punctured by 
Peter Benziger, general advertis- 
ing manager of the St. Paul Dis- 
patch-Pioneer Press, who de- 
clared that “the impact of local 
merchandising by newspapers is 
not a factor in the choice of news- 
papers as a medium.” 

“Actually,” he went on, “as a 
group we have been singularly re- 
miss in this business of merchan- 
dising. 

“There is no need here to single 
out or criticize any one service, 
nor to condemn all present prac- 
tices, nor even to make recom- 
mendations. However effective our 
individual programs may be with 
regional managers, brokers and 
manufacturers’ reps, the net col- 
lective result is no sale for our 
medium. 


ws “We are moving ahead in al- 
most every department, with 
standardization and uniformity an 
admitted objective. However, in 
merchandising we are jealously 
guarding our right to perpetrate 
23-skiddoo type merchandising 
sops onto our good friends and 
customers. 

“We must discard our theory of 
mass mimeographic attacks on re- 
tailers’ waste baskets. We must 
evolve a scheme for real, vital 
dealer influence with key retailers. 

“It is essential that this con- 
vention express its desire for a 
thorough exploration of our mer- 
chandising problems. Careful con- 
sideration should be given to the 
part our Bureau of Advertising 
should rightfully play in the de- 
velopment of what can be a tre- 
mendously potent sales weapon. 

“I believe,” he concluded, “that 
a dealer influence program on a 
national basis, such as the adver- 
tising fraternity has never seen, 
is ours for the selling.” 


a H. H. Kynett of Aitkin-Kynett 
Co., Philadelphia agency, made an 
appeal stressing the importance of 
the 2% cash discount. He des- 
cribed the cash discount as “a 
subtle but fundamental basis of 
stability—stability for the agency, 
stability for the advertiser and 
stability for the advertising cam- 
paigns. And that means stability 
for publishers’ revenues and a 
minimum of credit risk.” 

Mr. Kynett made five other re- 
quests: The first was for rate pro- 
tection. “We would like the old- 
time standard of one year’s pro- 
tection,” he said, “but we will wel- 
come a six months’ basis as a 
healthy starter. Some papers have 
set an example; let us hope that 
all will follow.” 

His other requests were for: 

A standard billing form. 

Use of the standard market and 
media data forms. 

Checking copies promptly. 

Decent tear sheets for checking 
copies. “Quit mailing discards 
from the early edition,” he ad- 
vised. 


Lord-Taber to Huguenin 


Lord-Taber Co., Canandaigua, 
N. Y., manufacturer of electronic 
fire detection systems, has named 
Huguenin Co., Auburn, N. Y., to 
direct its advertising and sales pro- 
motion. 


Rockwood to Platt-Forbes 


Rockwood & Co., Brooklyn, 
cocoa and chocolate manufacturer, 
has named Platt-Forbes, New 
York, to handle advertising of all 
its lines, effective Aug. 1. 
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CAs Seagis 


The Editors of the United States 


POUNCE on ORIGINAL NEWS as published in 


AMERICA'S 


Class~ 
NEWS MAGAZINE 


a letter from Romeike—the world’s largest press clipping bureau 


ee U.S.News & World Report 
Washington 7, D.C. 


Gentlemen: 


A check of our records reveals the fact that 
in the twelve months ending April 30, 1950, we have 
furnished you with a total of 6,045 press clippings 
representing that number of newspaper articles contain- 
ing references to material originally published in U.S. 
News & World Report. 


In the same period the magazine in the news 
and management field which had the second largest nun- 
ber was furnished with a total of 2,348 clippings. 


In the same period, the magazine in the mass 
weekly field which had the largest number of clippings 
received a total of 3,953 clippings. 


It is our estimate from surveys that the clip- 
pings we send represent about 55% of the material ac- 
tually published in newspapers. In other words, the 
actual number of newspaper references to U.S.News & 
World Report . . . approximated 12,000 in the twelve 
months period. 


oP 


Your advertising dollar works full time when your products and services are 
advertised next to the widely quoted 


ORIGINAL NEWS 


which is first read by more than 1,000,000 very important people each week in 
U.S.News & World Report 


WASHINGTON 
Circulation guarantee 350,000 
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The Importance of Trade Elements 


The home inventory study made by Pulse Inc., of the New York 
market, and the special characteristics of German, Italian, Jewish 
and Negro families in that market, has major implications for all 
marketing men. 

Assuming that the study is statistically sound, the enormous varia- 
tions in brand preference and product use by families with differing 
racial and religious backgrounds are surprising and at the same time 
enlightening. 

When 19% of New York City’s families have Maxwell House coffee 
on their pantry shelves, but almost 55% of New York’s Negro fam- 
ilies have the same product, the discrepancy is certainly worth noting. 

When Crisco leads the vegetable shortening field with 41.6% ap- 
pearance in all homes, but Spry turns up in almost 51% of the Jew- 
ish homes, and when similar discrepancies appear over a long list of 
products, it is indicated that some investigation is desirable. 

Granting that advertising practices may have considerable to do 
with the differences shown, and that eating and housekeeping habits 
will inevitably create different purchase patterns, it would still seem 
that there are other factors of considerable consequence involved in 
these striking dissimilarities in the purchase patterns of families 
within the same community. 

Our hunch, and it is purely a hunch, is that a major part of the 
answer can be found in the wholesaling and retailing operations put 
behind each brand. The figures indicate that there is a human ele- 
ment involved here; that much of Maxwell House’s dominance in 
Negro homes, and much of Spry’s dominance in Jewish homes, for 
examples, can be traced to a particularly adept selling operation 
among the retailers who cater principally to those groups. Certainly, 
the subject deserves further study. 

The purchasing discrepancies demonstrate, perhaps more graph- 
ically than anything else, the importance of trade elements in the sale 
of fast-moving branded merchandise. They indicate definitely how 
important it is to have the good will and the active support of whole- 
salers, jobbers and retailers. With this support, it is relatively easy 
to carve out a leading place in sales; without it, the difficulties are 
enormous. 


Is the War Really Over? 


We sometimes have a suspicion that the war is still going on, and 
that as far as politeness, courtesy and eagerness to please customers 
are concerned, the war will never be over. We are doomed to a per- 
manent life of being pushed around by those whose goods and serv- 
ices we should like to buy. 

Two homely examples will suffice. Any reader can multiply them 
from his own personal experiences yesterday or any day: 

A call to a railroad office. A pleasant enough voice says: “Mil- 
waukee Road.” We say, “Information, please.” She says, not so 
pleasantly, “The lines are all busy. You'll have to call back a little 
later,” and promptly disconnects us. 

An attempt to get a band replaced on our hat. The gent has just 
the thing, he says, but when we suggest that he show it to us, it 
turns out to be off color and twice as wide as the one we have. 
Calling this to his attention elicits only a shrug; no “sorry,” no sug- 
gestion, no offer to get one; no attempt to prevent us from leaving 
with our hat on our head, not even a goodbye. 

Minor things, of course. The kind of uninterested curtness we got 
used to when “there’s a war on” was the excuse for everything. But 
how much pleasanter do you suppose life might be—and how much 
more goods and services do you suppose we could sell—if politeness 
and considerateness made a modest reappearance on the American 
scene? 
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—Lichty, Chicago Sun-Times 


“You simply can’t burn the candle at both ends, Sneedby! You can’t watch television 
all night and the clock all day, tool” 


What They're Saying 


Recognizing Stereotypes 
as Substitute for Thought 

What are stereotypes anyway? 
They are... traditional and famil- 
iar symbol clusters, expressing a 
more or less complex idea in a 
convenient way. Every culture is 
rich with them, and popular hu- 
mor, cartoons and comic strips, 
and moving pictures play end- 
lessly upon the stereotypes ex- 
isting in the public mind. 

Ninety-nine’ out of a hundred 
cannibals in comic strips are 
shown boiling a missionary whole 
in a large cauldron. Ninety-nine 
out of a hundred Indians say 
“ugh.” On the covers of popu- 
lar magazines, 99 out of 100 small 
boys with fishing poles have red 
hair, freckles, no shoes on, and 
hold their suspenders in place with 
a nail... 

Stereotypes die out in time, but 
they are replaced by new ones 
just as unrealistic. For lack of real- 
ism is no guarantee of the death 
of a_ stereotype. Consider the 
longevity of the literary ostrich 
that buries its head in the sand. 
It continues to exist no matter how 
often it is proved that ostriches do 
no such thing... 

The danger of stereotypes lies 
not in their existence, but in the 
fact that they become for all peo- 
ple some of the time and for some 
people all of the time substitutes 
for observation...The person 
tending to stereotyped reactions is 
essentially word-minded, governed 
in his behavior by verbal and 
literary associations. The person 
not governed by his stereotypes is 
basically. fact-minded, governed 
in his behavior and speech by the 
actualities before him and the 
actualities of his own deepest, sub- 
verbal feelings, rather than by pat- 
terns of symbolic association. 

The word-minded person, on 
meeting, let us say, “a politician,” 
is immediately reminded of all 
that he has heard about “politi- 
cians,” and reacts to his associa- 
tions. The fact-minded, or ex- 


tensionally oriented, person will 


look at this particular politician 
and react to the actualities of 
this politician’s personality and 
peculiarities. 


—S. I. Hayakawa, in “Etc., a Re- 
view of General Semantics,” Spring, 
1950. 


Importance of the Product 

When the National Preservers 
Association (jams, jellies, etc.) was 
first organized, years ago, their 
“package” was pretty awful. “Store 
preserves” was practically a term 
of opprobrium. No self-respecting 
housewife would think of putting 
them on her table. The home pre- 
serving industry flourished like the 
green bay tree. 

Nobody in the industry realized 
this or at least realized it very 
hard. What they did realize was 
that the stuff wasn’t going so good. 
Some of the progressives got the 
idea of advertising. Nobody 
thought of improving the product, 
and market research was then just 
a crackpot idea. 

So a delegation headed for Chi- 
cago and wound up in the office 
of Paul Faust, one of the leading 
agency men, and laid their idea 
and samples of their products in 
his lap. They were so eager to 
advertise that the appropriation 
was practically sticking out of 
their ears. Faust listened to their 
story and invited them to come 
back in about a month. 

When they did Faust wheeled 
around in his swivel chair and 
asked, “Gentlemen, what in hell 
have you got to advertise?” 

I’ve always liked that story, 
which I have on the authority of 
the man who more than anyone 
else reformed the industry, start- 
ing with the product. 

A thing too often overlooked is 
that one of the chief benefits of 
advertising is the obligation it im- 
mediately sets up to produce a 
product, or “package,” that lives 
up to the advertising. 

For the first thing in selling, 
always,:is the thing you’ve got to 
sell. 


—From circular letter of Eastman 
Research Organization, New York, 


| Rough Proofs 


Maybe the reason so many 
young people want to get into ad- 
vertising is that whenever they 
see a picture of an adman, he’s 
holding either a golf club or a 
highball. 


Baseball observers seeing home 
runs splattered all over the prem- 
ises note that electronic winding 
is adding distance for U. S. Royal 
golf balls and wonder if the idea 
has been borrowed by Spalding. 


Barbara Ann Scott says, “My 
Prest-O-Lite hi-level battery needs 
water only three times a year.” 

Admirers of the beauteous Bar- 
bara Ann thought she operated 
strictly under her own power. 


Dads who object to their off- 
spring shooting fireworks on the 
Glorious Fourth like to brag about 
the giant crackers with which they 
used to send tin cans sky high in 
the good old days. 


All of the numerous advertisers, 
agencies and media which are suc- 
cessfully using shopping columns 
should consider erecting a monu- 
ment to that hardy pioneer, Nancy 
Sasser. 


The picture of Dick Powell il- 
lustrating one of those anonymous 
endorsements of Amm-i-dent 
looks as if he had just finished in- 
terviewing the lion in “The Re- 
former and the Redhead.” 


Since the FTC insists that it has 
nothing against basing points as 
such, the presidential veto of the 
bill to clarify the pricing situa- 
tion leaves the steel and cement 
boys right back where they started. 


Cries of anguish from watch, 
pottery, textile and other inter- 
ests which will be hurt by re- 
duced import rates emphasize the 
accuracy of Grover Cleveland’s 
dictum that the tariff is a local 
issue. 


The man who has been told by 
his physician to work and play 
moderately will go out to the golf 
club on the Fourth of July and 
shoot 36 holes, to prove he’s just 
as good as he ever was, or a little 
more so. 


“NAMP committee’s report says 
high cost may cut use of paper.” 

There are still a few publishers 
who remember how they made a 
little go a lot further during war 
days. 


The value of glasses, American 
Optical points out, depends on the 
“professional and technical serv- 
ices of the ophthalmologists, opto- 
metrists and ophthalmic dispens- 
ers.” 

Yes, but which ones do we call 
*“Doc’’? 


Department stores are overlook- 
ing infant business, insists the 
Russell W. Allen Co., which doesn’t 
explain how anyone can overlook 
an infant in good voice. 
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You can do just as 


Geed...did... 


in America’s 
srd Market! 


Here’s the letter... 
; It speaks for itself... 
In pointing out how 
To move “Good’s” off 


the shelf ! 


philadelphis pivision» + *° °° ere 


urely 4on. 
move Hees eerie Somes 
or 


ws CHEESE 
TLG:er ones 
pUCoA-MARGARING 


YON! ast 
WELLMANN'S MA P 


NOW IN ITS 17™ CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Mnguirer 


Exclusive Advertising Representatives : 


| 4 4 = none Ss | tore Tae ee ee gi ll oie 
iy ; oe 
. re ase | 
y ene Low 
’s 
a 
e : 
¢ i 
1 i 
a 
; ‘ 
s 
1 
; ! Se ene 3 
= Is 
andl yy Rr va 
ey Zl 
, INC. i wr Le 
| i Y/ 
sates erat oF 500° peoovet® 
: March 29» 1950 central OFFICES 
HARDT BLDG. 
uean WORTH BROAD STREET 
PHILADELPHIA 22, PA- 
Mr. gaward J. Lynch 
The philedelphis Inquirer 
philedelphie, Pennsylvani® 
Dear wr. Lynch: 
Because of your untiring efforts and interes pent ion 
of our recent Nuco® Measure-Pak full page ad 
philadelpnis Inquirer you will undoubtedly 
of the excellent results that were obtained 
| yess tor te 0 ets Te aSag a 
similer period after the paver tising appe® 
markable figures which are quoted below. 
| PHILADELPHIA pIstRICt 
oe 
ise Camden Division 2 rease 
. yerrisbure Division eres ka of increase 
The “extre efforts” you and The Inquirer devoted tO this Nuco® — 
; peace produced a new high 4n sales promotion and accomplishment = 
ws reaching the maximum number of consumers and dealers jn this 
\ trading ares. 
very truly yours, 
sident 
| ee 
PHILADELPHIA | 
PREFERS THE ? 
INQUIRER 
itl F es i 
Oe saa ig i bel ial ones, agen 
eer ee ee ia esti: . 
hoi, S cpa eres aapakes 
OPE et ee een ey a ie 
nt ee ee oe or. : iq 
RP gO i a ay 
ae 


What makes for 


sounder decisions? 


THERE’S evidence galore— 
—business decisions are sounder when they’re 
based on fresh current thinking. 


Look at the companies, small, medium, or 
large, that consistently rack up the best records. 
They seem to have one thing in common—a 


‘great ability to continually bring fresh current 


thinking to their business problems. 
This doesn’t mean that they constantly up- 
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set the apple cart. So we impress on our people that this is their 

It does mean that they frequently test the greatest respo ay: 
soundness of past judgments in the light of to- And because they know they’ll be judged and 
_ day’s needs. It does mean that if change is called rewarded on their ability to produce this kind of 
_ for they know when and how to make it. thinking, they become unusually proficient at it. 
When it comes to advertising and consumer- Apply such thinking with judgment, and 


sales problems, we like to feel that it’s up to an you have an approach that Young & Rubicam 
advertising agency to be a continuous source of has used—and is using—to the advantage of a 
| fresh current thinking for its clients. lot of different products. 


YOUNG & RUBICAM, INC. 
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‘Baby Talk’ Says 
Life ‘Change Peak’ 
Affects Advertisers 


New York, June 26—Baby Talk 
has come up with a presentation 
aimed at selling advertisers én the 
idea that a new mother is at the 
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Some of the electrical wizards who saw the Advertising Council’s 
latest ad in Business Week (“This Man Wouldn’t Neglect a Machine 
in His Plant—Yet He Hasn’t Had a Chest X-ray!”) must have rec- 
ognized the portrayed un-X-rayed executive as Julian (Dan) 


This is the V. P. in Charge of Sales, 
who was deluged with orders 
when his product story was told 

to 1,000,000* MEN who read 

and own The Elks Magazine. 


* Dec. 1949 ABC statement— 
928,010 circulation—a substantial 
bonus over guaranteed 850,000 
on which current rates are based. 


YOU'LL SELL IT... 
IF YOU TELL IT IN 


“change peak” of her life—an ideal 
time for bringing brand names to 
mother’s attention. 

The “change peak,” an 18- 
month period beginning with the 
third month of pregnancy and con- 
tinuing through the child’s first 
birthday, is described by Baby 
Talk as'a time when the new 
mother is “different” from all 
other women. 

“She is reexamining her brand 
loyalties. Many will be changed. 
Her needs for products and the 
way she regards them are chang- 
ing. Her point of view, her inter- 
ests, her habits, her ambitions, her 
body itself changes.” 

In Baby Talk’s view, this makes 
the new mother “vulnerable and 
sellable as never before and as 
she never will be again.” The 
magazine says this applies not only 
to baby products, but to other items 
as well. 


Minneapolis Adclub Elects 
Willis Brown, retail advertising 

manager, Minneapolis Star and 

Tribune, has been elected presi- 


Boone, promotion manager of Electrical World... 


Now making his first east- 
ern trip since taking the post 
of advertising manager of the 
Los Angeles Mirror is William 
K. (Bill) Bowden. In addition 
to getting acquainted with the 
Mirror’s representative, 
O’Mara & Ormsbee, he will 
visit Washington to discuss 
the Census of Business and 
Census of Manufactures with 
officials with whom he has 
been collaborating since 
1933... 

Mr. and Mrs. Maurice H. 
Needham (Needham, Louis & 
Brorby, Chicago) welcomed a 
new grandson, named James 
Rankin Getz Jr., on June 19. 
The new baby, son of the for- 
mer Betsy Needham, has four 
sisters...Publisher Bob 
Chessman of the Astorian- 
Budget, Astoria, Ore., and his 
wife are parents of their first 
daughter, born a few weeks 
ago... And the St. Louis Star- 
Times’ assistant publisher, 


CANADIAN STRING—Herbert A. Smith 

Jr., director of Fuller & Smith & Ross, 

holds the evidence of a successful visit 
in Canada. 


Elzey Roberts Jr., and his wife, are receiving congratulations on the 
birth of their first child, a daughter called Lila Lee... 


New York + Chicago + Detroit 
Los Angeles + Seattle 


dent of the Minneapolis Advertis- 
ing Club. Other officers elected are: 
John W. Forney, Campbell-Mi- 
thun, 1st vice-president; Maurice 
McCaffrey, Dayton Co., 2nd vice- 
president, and Roger Holt, Ros- 
child-Young Quinlan, 3rd _ vice- 
president. John Heines, Flour City 
Press, has been reelected secre- 
tary-treasurer. 


4043 RAVENSWOOD AVE 


GRACELAND 2-1000 


rue value.... 


in printed matter is the realization of 

results to dollars expended. 

At MANzZ, every factor necessary to true 

value is conducted under-one roof: creative 
planning, art, engraving, typesetting, 
printing (both Letterpress and Offset), and 
binding—even to the making of inks. 

Our customers appreciate our understanding 
of their problems. They know that we know 


how to correctly weigh costs against budgets. 


Amos Baron, who 15 months ago suffered a fall in which one of 
his legs was broken in five places, is finally back at his sales man- 
ager’s job at KECA-TV, Los Angeles... John Nell, sales manager 
of WOR, has returned to New York after a three-week vacation in 
the Virgin Islands... 

Robert N. Sullivan, sales director of Daniel F. Sullivan Co., Boston, 
was married in Puerto Rico on June 11. The agency’s president, D. F. 
Sullivan, and Mrs. Sullivan attended the ceremony ...June 10 was 
the wedding day of Richard J. Monahan, commercial manager of 
WAVZ, New Haven, and Marilyn Alice Petrie... John H. Slayton, 
salesman for KXOK-FM, St. Louis, was married June 4 to Rose- 
mary Carter, of Mexico, Mo... 


‘SOUSE PACIFIC’ CAST—The Pittsburgh Industrial Advertising Council NIAA wound ~ 


up its season with a musical comedy which drew an attendance of 254 members 

and guests. Chapter members in the cast are (standing) Bob Dickman, George Heid, 

Paul Vollmer, Jim Plunkett, Tom Fallon holding Paul Schweinberg, and Bob Evans. 
Kneeling: George McPherson and Jack Mogab. 


P. L. Jackson, publisher of the Journal, Portland, Ore., went east 
for the reunion of Princeton’s class of 1915, of which he is a mem- 
ber...J. Leonard Reinsch, managing director of WSB, Atlanta, 
WHIO, Dayton, and WIOD, Miami, and newly elected board member 
of Atlanta Newspapers Inc., sailed June 10 with Mrs. Reinsch for a 
vacation in Guatemala...Touring Europe with his wife is Ray 
Mithun, president of Campbell-Mithun, Minneapolis... 

E. Scranton Gillette, v.p. and publisher, Gillette Publishing Co., 
Chicago, took over the new role of grandpa June 8, when his son Hal 
of the same organization became the father of his first child, a 
daughter named Anne. ..The new daughter of Jordan Phee, account 
executive at Sutherland-Abbott, New York, has been named 
Karyn... 

H. Earl Butcher, eastern manager of Progressive Farmer, com- 
pleted a quarter century with the publication June 15...After liv- 
ing in Manhattan for 27 years, James Mullins, general manager of 
Kelly-Smith Co., has moved to Harrison, N. Y.... 

Harry K. Renfro, executive assistant to the general manager of 
KXOK, St. Louis, has become a “pistol packin’ papa.” He was made 
a member of the Missouri Peace Officers Association, an organiza- 
tion of law enforcement officers from the state of Missouri. In 
addition to being a deputy sheriff in St. Louis County, he works 
in close cooperation with the St. Louis Police Department and 
Missouri State Highway Patrol... 
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_8raphy, has been elected presi- 
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Dearborn to Give 
‘Revolutionary’ Farm 
Aids Record Support 


Detroit, June 28—Dearborn Mo- 
tors Corp., national marketing 
agency for Ford tractors and Dear- 
born farm equipment, last week 
announced its greatest promotional 
campaign to support two newly 
added items—the Proof-Meter and 
an “economy plow.” 

Merritt D. Hill, general sales 
manager, reported an unexpectedly 
strong first quarter and told the 
company’s dealers: “Never before 
in the history of the farm equip- 
ment business have any dealers, 
anywhere, ever had such a double- 
barreled sales opportunity as right 
now. 

“I believe that we can revolu- 
tionize tractor and plow buying 
in 1951.” 

The company introduced its 
moldboard plow designed to reduce 
substantially the cost of plowing, 
farming’s most expensive opera- 
tion. The principal features of the 
new “economy plow” include 
plow bottoms that can be used in 
most of the heavy soils of the coun- 
try and “razor blade” shares that 
can be used and discarded. The 
shares cost about the same as re- 
sharpening conventional shares. 


= A company official said that the 
new plow was the first essential 
change in design in 100 years. The 
cost of plowing with the conven- 
tional share is $1.30 an acre and 
with the new “economy share” 
only 59¢, it was said. 


Mr. Hill said that the adver- 


tising drive behind the new prod- 
uct will include ads in 2,800 news- 
papers and radio spots on 600 sta- 
tions. More than 6,000 outdoor post- 
ers will be used in July and Au- 
gust. 

He said that more than 40 farm 
papers will be used in the great- 
est drive in Dearborn’s five- 
year history. Meldrum & Few- 
smith is the agency. 

Beginning in August, spread ad- 
vertisements will appear in the 
following list: 

National magazines: Country Gentle- 
man, Farm Journal, Nation’s Agriculture, 
Successful Farming. 

State and regional magazines: Ameri- 
can Agriculturist, Arkansas Farmer, Colo- 
rado Rancher & Farmer, Dakota Farmer, 
Farm & Ranch with Southern Agricul- 
turist (western edition), Farmer Stock- 
man, Indiana Farmer’s Guide, Kansas 
City Star Weekly, Kansas Farmer, Ken- 
tucky Farmer, Michigan Farmer, Mid- 
west Farm Paper Unit (The Farmer, Ne- 
braska Farmer, Wallaces’ Farmer, Wis- 
consin Agriculturist, Prairie Farmer), 
Missouri Ruralist, Montana Farmer Stock- 
man, New England Homestead, Ohio 
Farmer, Pacific Northwest Farm Trio 
(Idaho Farmer, Oregon Farmer and Wash- 
ington Farmer), Pennsylvania Farmer, 
Progressive Farmer, Rural New Yorker, 
Southern Planter, Utah Farmer, Western 
Farm Life. 

Specialized magazines: American Poul- 
try Journal, Breeder’s Gazette, Hoard’s 
Dairyman, National Poultry Unit. 


Hollywood Adclub Elects 


Homer Boelter, owner and presi- 
dent of Homer H. Boelter Litho- 


dent of the Hollywood Advertising 
Club. Other officers are: J. Neil 
Reagan, manager of the Hollywood 
office of McCann-Erickson Inc., 
lst vice-president; Robert J. Mc- 
Andrews, managing -director, 
Southern California Broadcasters 
Association, 2nd _ vice-president; 
Georgia Wash Holbeck, assistant 
advertising manager, Van de 
Kamp’s Holland Dutch Bakers, 
secretary, and Wade E. Bennett, 
vice-president, Hollywood State 
Bank, treasurer. 


Heyda to Frontier Airlines 


Robert C. Heyda, formerly vice- 
president of Jos. W. Hicks Organi- 
zation, Chicago, has been appoint- 
ed director of public relations of 
Frontier Airlines, Denver. The de- 
partment was established when 
Frontier began operations June 1 
as a consolidation of three small 
feeder lines—Challenger Airlines, 
Monarch Air Lines, and Arizona 


Airways. 


Two Name Curtiss Agency 


Universal Gear Corp., Indiana- 
polis, manufacturer of speed re- 
ducers, marine gears and special 
power transmission equipment, and 
the G. M. Diehl Machine Works, 
Wabash, Ind., maker of heavy- 
duty wood working machines, have 
named Spencer Curtiss Inc., In- 
dianapolis, to handle their adver- 
tising. 


McCann Transfers Sherman 


James Sherman, for the past ten 
years a member of the art depart- 
ment of McCann-Erickson’s New 
York office, has joined the art de- 
partment of the agency’s Chicago 
office as senior art director. 


Datche’ Joins Network 

Datche’ Advertising Co., St. 
Louis, has affiliated with Trans- 
america Advertising Agency Net- 
work. Transamerica now has 16 
members. The 1950 national con- 
ference of the group will be held 
at the Lake Shore Club, Chicago, 
Sept. 18-20. 


Hansen Joins Crystal Tube 


Harry A. Hansen, formerly with 
the Sylvania division of American 
Viscose Corp. for 17 years, has 
joined the Chicago sales staff of 
Crystal Tube Corp., Chicago, con- 
verter, designer and printer of 
cellophane and other packaging 
materials. 


Imperial Oil Names Two 


H. L. Magee, formerly eastern 
regional manager of the marketing 
department, has been appointed to 
the new position of general sales 
manager of Imperial Oil Ltd., To- 
ronto. C. T. Wright. has been 
named to the newly created posi- 
tion of general operations man- 
ager of the marketing depart- 
ment. 


Mutual Orange Ups Imhoit 


Joseph F. Imhof has been named 
general sales manager of the fresh 
fruit division of Mutual Orange 
Distributors, Redlands, Cal. He 
had been serving as sales manager 
of the eastern division. 
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Mrs. Saakvitne Joins Dowd 


Mrs. Cynthia Logan Saakvitne, 
formerly on the copy staff of J. 
Walter Thompson Co., New York, 
has joined the copy staff of John 
C. Dowd Inc., Boston. 


Rockland to Simon Agency 


Douglas D. Simon Advertising, 
New York, has been named to han- 
dle advertising of Rockland Sports- 
wear Inc., Rockland, Mass. 


Lindman Joins KPOA 


George Lindman has resigned 
as manager of KITO, San Bernar- 
dino, Cal., to become manager of 
KPOA, Honolulu. 
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He doubles in sales 


Everything about Lewis Martin 
goes double. It’s double time 

for this master showman-salesman: 
1:30 to 2:00 p.m., The Housewives’ 
Protective League, and 10:30 to 
11:30 p.m., Starlight Salute. 


...With a double take. Ratings! 
(The HPL is San Francisco’s top 
participating show. And Starlight 
Salute is the leading program in its 


time period.)* And results! (Of 


20,000 letters Martin received last 


year, 18,000 were orders for 
merchandise! This year, 

he drew 5,678 orders 

for a single dollar item 


in three months!) 


ZY 
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y 


DP 


he 
7 


surpass greatest expectations.” 


For double sales impact in the 

Bay Area, let Lewis Martin sell for 
you—day or night. Ask us 

or Radio Sales for details today. 


*Pulse of San Francisco, Mar.-Apr. 1950 


His sponsors are seeing double... 
and love it! Tru-Value Food Prod- 
ucts: “Our sales have increased 
100% in the past 30 days.” 

Herb Jones: “Outstanding results... AMY 


~' San Francisco 


— Columbia's Key to 
the Golden Gate 
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Hotel Appoints Hicks 

Lawrence Boles Hicks Inc., New 
York, has been named to handle 
advertising and publicity for the 
Lombardy Hotel, New York. Cue, 
New Yorker and Town & Country 
will be used, as well as daily and 
Seaeey newspapers and direct 
mail. 


Kahn Gets Hose Account 
George N. Kahn Co., New York, 

has been appointed to handle the 

advertising of Camp McInnes, 

Reading, Pa., manufacturer of 

men’s hosiery. The account was 

ey with Harry J. Jacknick & 
e. 


SIGHS OF LONG LIFE” 
FOR QUANTITY 
THE ARTKRAFT* SIGN CO. 
Artrah? SS Gepereten 
900 Kibby St, Lime, Ohle, U S.A. 


Sueemntn 28.0008 


Lithographers to Run 
Trade School Course 


Young Lithographers Associa- 
tion, New York, will sponsor a 
course for lithographic salesmen 
this fall at the New York Trade 
School, titled “What a Lithographic 
Salesman Should Know About 
Lithography.” The course will be 
conducted by a teacher-coordina- 
tor, with a schedule of addresses 
by outside specialists. 

The course will run one session 
a week for 16 weeks. No opening 
date has been set. Alfred Soman 
Jr., sales promotion manager of 
National Process Co., is chairman 
of the committee handling ar- 
rangements. 


‘Chinese Press’ Reorganized 


The Chinese Press, San Fran- 
cisco, published since 1940 by 
Charles L. Leong, is now owned 
and operated by the newly in- 
corporated Chinese Press Pub- 
lishing Co. Mr. Leong will con- 
tinue as publisher. 


The Editor Reports 

e THE editor of the company pub- 
lication for employes, brooding in 
the sandlots of management neg- 
lect, might profitably take a cue 
from an industrial editor in upstate 
New York. His name is Ezra Pugh, 
and he edits a spirited, informa- 
tive little journal for the employes 
of Mohawk Carpet Mills, in Am- 
sterdam. 

A few months ago, at the end of 
Mohawk’s fiscal year, Editor Pugh 
took note of the fact that depart- 
ment heads were busy assembling 
the details of the year’s operations 
and recommendations for the fu- 


Employe Communications 


How to Win Friends Among Your Workers 
By Rospert NEWCOMB and Marc SAMMONS 


ture. During the year the editor 
had worked energetically accord- 
ing to a plan of his own creation. 
It occurred to him that his top 
management might be interested in 
examining a report of the com- 
pany’s communications with em- 
ployes, represented principally by 
the employe magazine, “Tomo- 
hawk.” Pugh went to work. 

The finished report on commun- 
ications is an intelligent assembly 
of useful facts, an accounting of 
good, clear-headed stewardship. 
It reflects the editor’s insistence 
upon publishing material not to 
fill space, but to fulfill a purpose. 


LIKE OSHKOSH BGOSH... 


LET'S MAKE SURE@ 


There’s one sure way to deliver customers to your 
dealers. That’s to list them—as Oshkosh B’Gosh, 
famous makers of overalls and work clothes, listed 
their 1528 midwest dealers (state by state) in page 
advertisements in the five Jocal Midwest Unit Farm 
papers. Oshkosh dealers tied-in with window and store 
displays. Result: Big sales volume . . . and pleased 


dealers, in every locality. 


YOUR BEST SALES 


ANGLE IS THE 
“LOCAL ANGLE 


gr 


product, help to line up ew dealers. 


Midwest farmers prefer their 
own home state farm paper, 
which talks their language, 
knows their local interests and 
problems. Each Midwest Farm 
Paper Unit paper is edited specifically for the farmers in 
its own area. You, too, have a chance to talk to farmers 
at their local level when you advertise in Unit papers. 

Local farm paper advertising, together with dealer 
listings, encourage your present dealers to push your 


DEAL IN yo 
TO BUILD 
SALES! 


OUR FARM ADVERTISING SELLS 
FOR OUR DEALERS!” 


Mey MIDWEST 4° 2° UNIT 


THE FARMER + WALLACES’ FARMER and 1OWA HOMESTEAD + PRAIRIE 
FARMER + WISCONSIN AGRICULTURIST and FARMER « NEBRASKA FARMER 
“Midwest offices at: 250 Park Ave., New York + 59. Madison St. Chicago » 542 New Center 


Advertising Age, July 3, 1950 | 


In addition to stating simply the 
objective of each type of article 
used, Pugh prepared several pages 
of graphs, which quickly demon- 
strate sound editorial balance. Mo- 
hawk wants to be sure, for ex- 
ample, that there is no preference 
shown in favor of one of its mills 
over the other; the graph shows 
how the balance was maintained. 
Mohawk, as a large-scale em- 
ployer in Amsterdam, supports 
community activities and, as a good 
neighbor, it wants space in its pub- 
lication devoted to worthy civic 
activities. Editor Pugh graphed it 
at an approved 24%. 


e The publication’s content for the 
year was thoroughly broken down. 
Mohawk management can tell at 
a glance what topics were covered, 
how often, and to what extent. One 
of the graphs shows an appropriate 
balance between shop and office 
news, and how much space was al- 
lotted to supervisors. Still another 
graph proves that the ratio of men 
to women in the mills was kept 
in mind in the selection of edi- 
torial matter. 

Like many other industrial edi- 
tors, Pugh suffers from occasional 
mechanical headaches. He pointed 
these out, and suggested cures. To 
make his work more effective, he 
felt he needed editorial assistance, 
and he said so. Instead of sulking 
in his editorial cubicle, he strode 
forth and asked for certain new 
latitudes. He backed up every re- 
quest with a sound reason. His 
management, perfectly willing to 
grant requests fortified with logic, 
provided the tools Pugh felt he re- 
quired to do the job he was assign- 
ed to do. A new Communications 
Branch was set up; the top artist 
of Mohawk’s advertising depart- 
ment, Ernest Dreher, was pulled 
off the important job of television 
and sales promotion design, and 
moved in to bulwark the new 
division. Plans for expanding the 
whole communications program 
were given the green light. 

If there is a moral here, this is 
it: The industrial editor in many 
cases has a sound recipe for bet- 
tering employer-employe relations, 
but nobody is going to hand him 
the ingredients until he specifies 
what they are, and how sensibly he 
proposes to use them. 


Supermaket Study Shows 
Location Big Factor 


Most important factors in at- 
tracting shoppers are the store’s lo- 
cation and the availability of park- 
ing space, according to a study 
Peter Hilton Inc., New York, made 
for a large grocery chain. 

Other findings: Shoppers gen- 
erally feel all supermarkets are 
cheaper than local independent 
dealers; shoppers can’t distinguish 
one supermarket from another; 
supermarket shoppers are 
“floaters” who shop all over town; 
shoppers have no special affection 
for any one supermarket; a shop- 
per who “stays” with one super- 
market does so because of a liking 
for the store’s personnel; and 35% 
of supermarket traffic is accounted 
for by men, either alone or accom- 
panied by women. 


Kahn Opens New Agency 


Ronald J. Kahn, formerly a Tex- 
as public relations consultant with 
headquarters in Dallas, has 
launched McLaren, Parkin, Kahn 
Inc., with offices at 38 E. 57th St., 
New York. Mr. Kahn is heading the 
agency as president, and Robert 
McLaren, formerly co-partner of 
McLaren-Anderson, is vice-presi- 
dent. Edwin Parkin, formerly head 
of his own agency, is vice-presi- 
dent and treasurer. 


Three Join “Woman's Day’ 


Arthur Sherrill, formerly with 
the David C. Cook Publishing Co., 
has joined the business staff of 
Woman’s Day, New York. Wood- 
ward Grove, previously on the Chi- 
cago advertising staff of Seven- 
teen, and Joe Randolph, formerly 
with Armour & Co., have joined 
the advertising sales staff of 


Woman’s Day in Chicago. 
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& CREATIVE STAFF FOR IDEAS 


@ STAFF OF VERSATILE ARTISTS 


LAMINATION EQUIPMENT 


PLASTICS (FORMED AND FLAT) 


2 WOOD AND GLASS 


oe PACKING AND SHIPPING 


CONSTRUCTION TECHNICIANS 


River Raisin has the country’s most complete display 
service ... as convenient as your telephone .. . 
our versatile art staff creates the basic idea and the 
dimensional construction... our production experts 
produce the quality, finished displays — DIMENSIONAL 
DISPLAYS that attract attention and sell your product. 
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RIVER RAISIN PAPER COMPANY . pisetay pivision « MONROE, MICHIGA 


Gentlemen: 
| would like to know more about your “ONE CALL FOR ALL” Display Service. 


We start planning our point of sale campaign on or about 


We buy our point of sale on or about It would b 


convenient for your salesman to call on us on or about 


Company Name 
Address City Zone State 


Telephone No Signed Title 


RIVER RAISIN PAPER COMPANY 


DISPLAY DIVISION « MONROE, MICHIGAN 
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Semler Discontinues Heatter 


Gabriel Heatter (MBS) lost 
one of his three sponsors—R. B. 
Semler Jnc. (Erwin, Wasey & Co.) 
—after a ten-year association, on 
June 28. Krem! sponsored the com- 
mentator on Wednesdays. Nox- 
zema Chemical Co. and Rhodes 
Pharmacal Co. will continue with 
Mr. Heatter. 


Lois Kratzner Joins BBDO 

Lois Hansen Kratzner, formerly 
with Botsford, Constantine & Gard- 
ner, has joined the copy staff of 
Batten, Barton, Durstine & Osborn, 
San Francisco. 


Montrec! Jr. Adclub Elects 


The Junior Advertising and 
Sales Club of Montreal has 
elected Douglas Gibson, Gummed 
Papers Ltd., president. Other offi- 
cers elected are: Vice-presidents, 
George Bist, George Bist Ltd.; O. 
A. Lackenbauer, An-Lo Inc., and 
Bob Duncan, R. J. MacLeod & Co.; 
and secretary-treasurer, Bruce 
Snowden, Martin & Sands Co. 


Publication Changes Name 

School Management will be 
known as School and College Man- 
agement beginning with the Aug- 
ust issue. 


If you make any of these products — 


ubrication Engineering 


ean sell them for you © write FOR FACTS 
343 S. DEARBORN ST. CHICAGO 4, ILL. 


Minnesota Doctors 
to Place Series of 
Ads in Newspapers 


Sr. Paut, June 26—Doctors of 
this state plan to run a series of 40 
advertisements in Minnesota news- 
papers, 165 editors and publishers 
were told at the Minnesota Medi- 
cal Association’s second annual 
statewide press conference here. 

The ads, which praise the work 
of the average doctor and are 
against national health insurance 
as proposed by President Truman, 
will point to high health standards 
in the United States and warn 
against “socialized medicine” and 
“socialism’s unending control over 
our lives.” 

Permission to buy local medical 
advertising of this kind was voted 
to local societies by the state 
association’s house of delegates 
last June. 


s The ads—prepared at associa-| 


published only in counties where 
local medical societies decide to 
sponsor them and appropriate or 
assess money to pay for them. 

Alan C. MclIntosh, Luverne; 
Minn., publisher of the Rock 
County Star-Herald and last year’s 
Minnesota Editorial Association 
president, said, “I hope there is no 
danger that any doctors might 
think they are buying the news- 
papers. I hope doctors understand 
they are just buying space like 
U. S. Steel or the railroads or any 
other advertiser.” 

“Therefis no misunderstanding,” 
replied Dr. O. J. Campbell, chair- 
man of the medical association’s 
nine district councilors. 

“The pressure for these adver- 
tisements has come from doctors 
who want to reach the public at 
the county level,” he added. 


10,000 LAKES GROUP 
MAY BE REVIVED 


MINNEAPOLIS, June 26—Minne- 
sota business men, called here to 


tion headquarters here—will be! revive the 10,000 Lakes Associa- 


In ombay, too 


eee ed ni a 


50 million literate people live in the 
bustling urban areas of India and 
Pakistan, such as Bombay (above). 


... there is a rich market 
for almost every product sold in America 


Together, India and Pakistan have a 
national income greater than Canada, 
Argentina, Norway, Sweden and Den- 
mark combined. ..24 billion dollars! 

Of the 420 million people in this area, 
60 million are ready buyers of low-priced 
manufactured goods. Of these, 30 million 
people can also afford luxury items... 
in fact, many thousands of them are 
families of wealth. 

This market is served by important 
local firms and by many well-known 
international companies. Where restric- 
tions prevent importing, more and more 
international companies are manufac- 
turing locally, or are making royalty or 
license arrangements. 


On-the-ground knowledge 
For 21 years—since 1929—the J. Walter 


Thompson Company has been an in- 
tegral part of India’s business com- 


munity. Through offices in Bombay, 
Calcutta and Delhi, we are privileged 
to work with many of the nation’s major 
enterprises. They include the leading 
steel, power, cement and radio firms... 
the vital jute industry . . . a great textile 
company. These important local com- 
panies comprise 45% of our business 
in India. 

All but seven of the 185 JWT em- 
ployees in India are citizens of the coun- 
try. They are familiar with the languages 
. .. and they know the influence of re- 
ligions, castes and customs on purchas- 
ing patterns. 


Offices on every continent 


In 14 other offices throughout the world, 
this same kind of on-the-ground knowl- 
edge is available to clients. 

In addition, world-wide experience is 
brought to bear on local marketing 


(PER ; sides eg 


Outdoor school in Punjab. Village and farm families 


of India and Pakistan form a market of 370 million 
for kerosene, soap, cloth, other basic necessities. 


problems. Overseas staffs are trained by 
men thoroughly familiar with JWT meth- 
ods. And all 24 offices, domestic and inter- 
national, exchange facts, ideas and people 
on a scale matched by no other firm in 
this field. 


J. Walter Thompson Company offices are in 
London, Paris, Antwerp . .. Bombay, Calcutta, 
Delhi. . . Johannesburg, Capetown . . . Sydney, 
Melbourne . . . Buenos Aires, So Paulo, Rio de 
Janeiro, Santiago . . . Mexico City, Montreal, 
Toronto... New York, Chicago, Detroit, Holly- 
wood, Los Angeles, San Francisco, Seattle. 
Also, the International Division in New York. 
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tion, heard enthusiastic profit re- 
ports concerning the $100,000,000 
Minnesota tourist industry. 

The association, which dissolved 
in 1932, would seek to bring the 
trade groups representing all busi- 
nesses and industries into one or- 
ganization boosting the state’s va- 
cationland and adding its weight 
to work now being done by the 
state tourist bureau. 

The move for revival of the 
association has been spearheaded 
by Gov. Luther Youngdahl’s 
tourist advisory committee, headed 
by Merrill Cragun. 


a “Today, the vacation industry 
constitutes, directly or indirectly, 
a vital factor in the economic well- 
being of all our communities,” 
Gov. Youngdahl said. “It is im- 
portant for Minnesota effectively 
to advertise her vacation oppor- 
tunities so as to compete success- 
fully with other states and areas 
for this growing market.” 

Need for this work has been 
stressed by the fact that the state 
government’s expenditure for 
tourist publicity is only $100,000, 
while Wisconsin spends $200,000 
and Michigan, $325,000. Following 
a pattern adopted in other states, 
a private organization such as 
10,000 Lakes would supplement 
the state’s work, the business men 
were told. 

A study by Mid-Continent Sur- 
veys of Minneapolis showed that 
vacationists from out of state 
spend $67,000,000 in Minnesota 
while Minnesotans spend $37,000,- 
000. 

Mr. Cragun said “Minnesota ap- 
pears to be getting big returns on 
its investment in tourist promo- 
tion now, because the anticipated 
revenue coming from those vaca- 
tioning in Minnesota this summer 
will approach $200,000,000. 

“But what would the return 
be if all the various business and 
civic groups were to lend their sup- 
port to the program through a 
statewide private organization de- 
dicated to this purpose?” he asked. 


es James W. Clark, commissioner 
of the State Department of Busi- 
ness Research and Development, 
prepared a report showing that all 
tourist facilities in Minnesota 
could house 133,000 persons at one 
time. 

Five years ago, Mr. Clark said, 
there were an estimated 2,500 re- 
sorts in Minnesota. Today there 
are 4,000. Assuming an average 
value of $25,000 apiece for these 
hostelries, the total investment is 
in the neighborhood of $100,000,- 
000, he said. 

Mr. Clark and Mr. Cragun em- 
phasized that the business vaca- 
tionists bring to Minnesota goes 
far beyond the resort, which actu- 
ally, according to the study, gets 
only 10¢ of the tourist’s dollar. 


Lambert Set to Introduce 
Listerine Thrift-Pak 


Lambert Pharmacal Co., New 
York, will introduce a new Thrift- 
Pak size for Listerine toothpaste 
with advertising in the August is- 
sues of Collier’s, Life, Look and 
The Saturday Evening Post. The 
new size has been test-marketed 
in six cities where the company 
reports that it has doubled sales. 

The Thrift-Pak consists of two 
of the regular 45¢ tubes in a single 
carton at a 59¢ fair trade mini- 
mum. Lambert & Feasley, New 
York, handles the account. 


Groesbeck Opens Business 


Kenneth Groesbeck, former 
chairman of the New York Council 
of the American Association of 
Advertising Agencies and vice- 
president of Ruthrauff & Ryan for 
14 years, has started his own busi- 
ness at Steinway Hall, New York. 
He is producing copy and adver- 
tising plans for agencies and ad- 
vertisers. Mr. Groesbeck will con- 
duct a 20-week course on “The 
Account Executive” at the Mark 
Wiseman School, beginning Sept. 
19. 
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Fels Breaks First 
Copy for Felso in 
Philadelphia Market 


PHILADELPHIA, June 26—Fels & 
Co. launched ‘its first advertising 
campaign for its new detergent, 
Felso, in Philadelphia June 20 with 
a 2,100 line ad in the Philadelphia 
Inquirer, which was followed with 
the same size ad June 22 in the 
Evening Bulletin. A Hollywood 
handkerchief with each box top is 
being offered, up to Aug. 19, to 
encourage women to try the new 
product. 

This was the first break in both 
distribution and advertising for the 


new detergent. It is being support- 
ed with radio spots. 

After July 4, the company will 
enter the New York and Boston 
markets with similar ads, to be 
followed by smaller space over a 
period of several months. By fall, 
the objective is distribution and an 
advertising campaign in every 
major market east of the Missis- 
sippi and north of the Mason-Dix- 
on line. Gradually this will be ex- 
panded as production permits. 


ws Felso was introduced earlier this 
year to distributors at the national 
brokers’ convention in Atlantic 
City. The company did not feel it 
would have to test it and decided 
upon a direct approach to the var- 
ious markets via newspapers and 
radio. - 

Funds for the Felso campaign 
will be kept flexible to meet in- 
creased or decreased sales and to 
open new drives as distribution 
grows. 

S. E. Roberts Inc., here, is the 
agency. 


Handbag Dollar Volume 
Drops to $132,000,000 


Dollar volume in the handbag 
industry in 1949 was $132,000,000, 
according to a study by National 
Credit Office Inc., New York, thus 
continuing a downward trend that 
started in 1947. In 1948 the figure 
was $140,000,000, as compared with 
$154,000,000 in 1947 and $200,000,- 
000 in 1946, the peak year. 

Unit sales last year hit a post- 
war low of 46,000,000, declining 
from a 1946 high of 63,000,000. 
About 50,000,000 were sold in 1939. 


Q-Tips to Gumbinner Agency 


Q-Tips Inc., New York, has 
named Lawrence C. Gumbinner 
Advertising Agency, New York, 
for advertising in consumer maga- 
zines and business papers. Cowan 
& Dengler formerly serviced the 
account. 


Trimont Names Richardson 


J. T. Richardson, formerly with 
Keystone Steel & Wire Co., Peoria, 
Ill., has been named sales manager 
of Trimont Mfg. Co., Roxbury, 
Mass., manufacturer of Trimo 
wrenches, pipe cutters and vises. 


Gets Atomizer Account 


DeVilbiss Co., Toledo, has ap- 


gated Lambert & Feasley, New 
ork, to handle advertising for 


its lines of perfume and medicinal | | 


Austrian Gets Dutchess 


Ray Austrian & Associates, New 
York, has been named by Dutchess 
Underwear Corp., New York, to 
handle advertising, merchandising 
and promotion of both Dutchess 
underwear and the new “Dutchess 
—Individually Yours by Tewi” 
lingerie. Austrian plans a strong 
fashion campaign lasting through 
December. Six fashion magazines, 
newspapers in at least 100 cities, 
trade publications, car cards and 
direct mail will be used. Dutchess 
was formerly handled by the Wil- 
lard B. Golovin Corp., New York. 


Awnair Appoints O'Connell 


Awnair Corp. of America, Wayne 
Township, N. J., has named R. T. 
O’Connell Co., New York, for ad- 
vertising of metal awnings, cano- 
pies and marquees. The account 
formerly was placed direct. 


Ironrite Plans TV Show 

Ironrite Inc., Mt. Clemens, Mich., 
will Spoeees a 30-minute telecast 
over ABC starting Oct. 2. Brooke, 
Smith, French & Dorrance, De- 
troit, is the agency. 


Campbell Elected 


Ancam’s President 


Omauna, June 26—The Associa- 
tion of Newspaper Classified Ad- 
vertising Managers elected Walter 
S. Campbell of the Detroit Free 
Press as its new president at the 
June 19-22 convention at the 
Fontenelle Hotel here. 

Other new officers: vice-presi- 
dent, Lester P. Jenkins, Seattle 
Times; 2nd vice-president, Jack 
Whetstone, Miami News; 3rd 
vice-president, Robert Witte, Min- 
neapolis Star-Tribune; secretary, 
Robert Dikes, Westchester Publica- 
tions; treasurer, William H. Leo- 
pard, Sioux Falls Argus-Leader. 

Harold Stretch, Camden Courier 
Post, won the James McGovern 
Memorial for the outstanding con- 
tribution to classified advertising 
by a publisher. W. A. Jaehns of the 
Spokane Review and Spokane 
Chronicle received the Editor & 
Publisher award for the outstand- 
ing classified advertising promo- 


tion exhibit. 

National want ad division win- 
ners were: Margaret Wiggs, Terre 
Haute Tribune and Star, over-50,- 
000 class; M. A. Wolcott, Times- 
Leader, Martin’s Ferry and Bel- 
laire, O., 25,000 to 50,000 class; 
William Karkov, Democrat and 
Republican, Santa Rosa, Cal., 
under 25,000. 

Montreal was picked for the 1951 
convention. 


Martindale to Martin Agency 


Thomas Martindale & Co., Phil- 
adelphia, grocery and _ dietary 
products distributor, has appointed 
the Martin Agency, Philadelphia, 
to handle its account. The initial 
program calls for one-minute spots 
on Station KYW, with TV spots 
scheduled in the near future. 


Brach Names Smith V. P. 


Frank V. Smith, with the Chrys- 
ler Corp. for 30 years, has been 
appointed vice-president of the 
Brach Mfg. Corp., Newark, a sub- 
sidiary of the General Bronze 
Corp., Garden City, N. Y. 
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Blair Appoints Quigley 
Richard J. Quigley Jr., former- 
ly a salesman for the St. Louis 
County Observer, has been named 
an account executive in the St. 
Louis office of John Blair & Co. 


MacMillan to Sales Staft 


C. S. MacMillan, formerly with 
the advertising department, will 
join the sales orperrment of Min- 
nesota Mining & Mfg. Co., St. Paul. 


Want to Fall in Love with 
1,000,000 Women? 


Here’s your chance to reach the members 
of Aunt Ellen's nationally known needle- 
work club. The WORKBASKET is their 
bible. A fabulous market . . . numbering 
over 1,000,000 home-makers who control 
the purse strings. ..availableto advertisers for 
the first time. Exciting success stories and 


sample copy. Send 
AUNT ELLEN’S your letterhead... 


428 Handcraft Building, Kansas City 16, Mo. 


What! 


Me Hook? 


Uniess your selling reminder is at 
the end of the line of all other adver- 
tising messages, you can't catch a 
customer. 


American Decals lure ‘em and catch 
‘em at the point-of-purchase. 


FOR MOST 
EFFECTIVE 


P.O.P. 


DISPLAY. 


Cp es ge a weg 


weyers. 


ie - ee F 


“ . 
sie 


O DELL... oj 


No matter what other forms 

of P.O.P. you use or con- 
sider, don’t close the 
budget until you've seen 

our NEW IDEA KIT, chock 
full of sales-producing 
ways fo use Decals. “ Amer- 

ican Decals STICK TO SELL- 

ING” is FREE! 


MAIL THE COUPON NOW 


AMERICAN DECALS mean extra AD-vantage . . . STICK TO SELLING in 
valuable space that costs you nothing. Signs on dealer windows unite pulp 
and slick readers through your ever-present “street circulation.” Like Bud- 
be "ied leading advertisers recognize the extra sales power of versa- 
tile decals. 


Window, door, couater and other interior decals coordinate all other 
types of advertising impact, remind customers of your powerful sales 
story, add the vital hook . . . the /ast-minute sales factor that decides 
impulse purchases. 


With American Decals, your ad is up . . . to stay! Fresh, bright, actively 
selling, always! Once up, can’t be relegated to the stockroom or 
thrown away! American Decals provide permanent display for 
your selling message. 


HUNDREDS OF USES FOR AMERICAN DECALS 


Please send me your latest Idea Kit, “Amer- 
ican Decals Stick to Selling” . . . FREE. 


NAME 


(Please Print) 


NAME PLATES and 
MARKS for 


atomizers. 


VALANCES TRADE TRUCK DECALS effec- ZO, 
er identification, marking, * tive, piace ah agg ; — ee, NE STATE 
walk circulation, i i Pp new lasting — advertising in > ees 
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High Commodity Prices May 
Bring on Government Controls 

WASHINGTON, June 29—The stock 
market gets the headlines, but the 
more significant business news is 
in the commodity markets. Far 
East developments started com- 
modity prices upwards. If the 
trend continues, the administra- 
tion will probably ask for some 
form of control over prices and end 
uses of raw materials. 

There’s still confidence that the 
commodity markets will be sta- 
bilized, because defense spending, 
while substantial, is hardly in a 
class with wartime demands on 
industry. The trouble is that it 
comes at a time when many es- 
sential commodities are scarce, 
largely as a result of the unpre- 
cedented hard goods boom—partic- 
ularly the boom in housing and 
automobiles. 

If and when there is a call for 
controls, it will be because the 
Munitions Board believes that mil- 
itary suppliers are having trouble 
getting materials. It need not be a 
general control, such as OPA and 
WPB. More likely it would resem- 
ble the voluntary “rationing” pro- 
gram set up by the Department of 
Commerce after the war to chan- 
nel a percentage of essential mate- 
rials into urgent programs, such as 
housing. 

e * ~ 

It looked for a while last week 
as if Senator Elmer Thomas (D., 
Okla.,) might tee off again on the 
Army-Air Force advertising pro- 
gram, as he did a year ago when 
Gardner Advertising Co. had the 
account. Assistant Army Secretary 
Karl Bendetson was before the ap- 
propriations committee outlining 
1951 military spending plans, when 
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By STANLEY E. COHEN, Washington Editor 


Senator Thomas broke in, “How 
do you pick your advertising agen- 

Bendetson claimed to be too new 
to know much about last year’s 
dispute, but he said the account 
had been awarded to Grant Adver- 
tising by the secretaries of the 
Army and Air Force, after the per- 
sonnel policy board ruled it would 
be cheaper to hire an agency than 
to staff a house agency. 

“You may or may not be ac- 
quainted with the facts,” Senator 
Thomas said, “but some of our 
members were not satisfied at all 
with the outcome of last year’s 
hearings.” 

* » e 

Army-Air Force advertising ex- 
penditures dropped from this 
year’s $1,800,000 to $1,590,000 un- 
der the budget proposed to the 
committee. There’s a bit more em- 
phasis on radio and TV, with $663,- 
640 earmarked for time and pro- 
duction costs. National magazines 
are slated for $437,000 and other 
media including newspapers, $159,- 
160. 

e * os 


Democratic National Chairman 
Bill Boyle is priming his party 
workers with answers to the issues 
he expects the American Medical 
Association to raise in its $1,100,- 
000 advertising spread next Octo- 
ber. Boyle’s current letter to party 
workers outlines coverages of 
Blue Shield, with stress on weak- 
nesses. For example, he points out 
that it covers “less than one out 
of ten persons in the U.S.” AMA’s 
campaign “undoubtedly will be 
designed to confuse the American 
voter about the administration’s 
national health program,” he 
writes. 

* 2 « 

Air mail subsidies turned out 
to be too hot for the House inter- 
state commerce committee to han- 
dle. After weeks of hearings, the 
committee decided last week that 
it would leave it to the Civil Aero- 
nautics Board to work out an air- 
line payment system which would 
allocate subsidies for mail pay- 


ments. It’s a familiar technique. 
Last year the Senate commerce 
committee gave CAB the same as- 
signment. Then senators refused 
to vote money so CAB could make 
the study. 

. . a 

There’s a hot backstage batile 
going on between the home build- 
ing industry and veterans groups 
over the secondary market for 
home mortgages. Veterans want 
government activities in the sec- 
ondary field left with RFC; build- 
ers would prefer it in the friendly 
hands of Ray Foley’s Housing and 
Home Financing Agency. 

In the midst of phenomenal 
prosperity—home building is run- 
ning 50%. ahead of 1949, hitherto 
the industry’s biggest year—Na- 
tional Assn. of Home Builders 
warns that the liberal secondary 
market is what makes it possible 
to build and sell. 

Incidentally, here’s an interest- 
ing fact: During the past 14 years, 
Federal Housing Administration 
has insured $20 billion of housing 
loans for 13 million families. Loans 
were made through 18,000 institu- 
tions, and about half have al- 
ready been paid off. 


Platt-Forbes Adds to Staff 


Platt-Forbes Inc. has moved its 
recently established San Francisco 
office to larger quarters in the 
Russ Bldg. Under the direction of 
Scott Johnson, formerly with 
Foote, Cone & Belding, an art de- 

artment has been added. Al J. 

adden, formerly with Columbia 
Broadcasting System, has joined 
the executive staff. Thomas F. 
Cosgrove, president of the agency, 
has moved from New York to head 
the California activities. 


Hartogensis Opens Agency 

Harold M. Hartogensis, former- 
ly of McMahon-Horowitz and Oli- 
an Advertising Co., has opened his 
own agency, Hartogensis Adver- 
tising Co., at 722 Chestnut St., St. 
Louis. The agency’s accounts in- 
clude Reed Products, Barad Lin- 
gerie, Tobey Color Card Co., 
Adams Drug Co. and Ideal Cooler 
Corp., all of which will advertise 
in national trade and consumer 
publications. 


Kaesshaetfer Joins Lees 


J. Briggs Kaesshaefer, formerly 
advertising manager of Pioneer 
Suspender Co., Darby, Pa., has 
joined James Lees & Sons Co., 
Bridgeport, Pa., carpet manufac- 
turer, as an associate in the adver- 
tising department. 
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The Most Users of Home Appliances 


Per Thousand Circulation 


ARENTS’ MAGAZINE reaches more persons per reader-family than any other magazine. PARENTS’ 
MAGAZINE concentrates its entire circulation in families with children, while other magazines 
reach an average of 53% families without children.* 


This is particularly important in the light of the new U.S. Gov- 


ernment survey which shows that 


86% more for household equipment; 65% more for household 
furnishings; 185% more for laundry equip™ment than families 
where there are no children. But whether you sell home appli- 
ances, equipment or furnishings, soaps, foods, drugs or apparel, 
you will find more users in every PARENTS’ MAGAZINE home! | 


*Starch Consumer Magazine Report 


SEND TODAY for copy of new U.S. Government 
surveys on Food Consumption and Family Spending. 


families with children spend | 
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National Nielsen-Ratings of Top Radio Shows 


Week of May 21-27, 1950 
All figures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 
Rank Rank Program (000) Rating Change 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,808) (6.9) (—0.9) 
1 1 Lux Radio Theater (CBS) ..........cccceceveee 285 17.9 —2.7 
2 2 Godfrey's Scouts (CBS, tlotea> meee te oe shoes 5,617 13.8 —2.2 
3 8 My Friend Irma (CBS, Lever Bros.) ............ 535 13.6 +0.1 
4 4 Charlie McCarthy Show (CBS, Coca-Cola) ........ 5,413 13.3 —16 
5 5 Walter Winchell (ABC, Richard Hudnut) ........ 088 12.5 —19 
6 3 Jack Benny (CBS, Lucky TED indccdeccoddccce’ 4,803 118 —3.6 
7 17 Mr. & Mrs. North (CBS, Colgate) .............. 4,721 1L6 +0.2 
8 24 sag Heidt Show (CBS, Philip Morris) ........ 4,681 1L5 +0.9 
9 6 ‘ou Bet Your Life (CBS, DeSoto, Plymouth) ..... 4,599 113 aed 
10 22 Be Story (NBC, American Cigaret & Cigar) ...... 4,599 1L3 +0.7 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,709) (4.2) (—0.4) 
1 1 I IS Uh vod cbdbscvtsccccwss cist 3,215 7.9 —0.4 
2 2 Counter-Spy (ABC, Pepsi-Cola) ................. 808 6.9 —0.7 
3 3 Lone Ranger (ABC, — i? seo¢nhen mean 2,686 6.6 —0.5 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,954) (4.8) (0.0) 
1 1 Arthur Godfrey (CBS, Ligg. & Myers) .......... 3,663 9.0 —0.8 
2 9 Right to Happiness (NBC, P&G) ............... 3,256 8.0 +0.7 
3 3 Pepper Young's Family (NBC, SD SoM ons inden 3,215 7.9 0.0 
4 2 Arthur Gedfrey (CBS, Nabisco) ................ 134 7.7 —0.6 
5 5 Romance of Helen Trent (CBS, Whitehall) ........ 3,093 7.6 +01 
6 4 "Ck yy §. Fees ,012 7.4 —0.3 
7 12 My True Story a M vasteees evoabhebsGenacde 3,012 7.4 +0.5 
8 ll Pe CED WE ED cnncecnstandccdpe cess 2,971 7.3 +0.4 
9 8 Wendy Warren (CBs, General Foods) ............ 849 7.0 —0.3 
10 7 Arthur Godfrey (CBS, Gold Seal) .............. 2,849 7.0 —0.4 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,913) (4.7)  (+0.4) 
1 1 diner is Theater (Sas) idecns ss thnkpansenta 3,663 9.0 —10 
2 4 Junior Miss (CBS, Lever Bros.) .............05. 3,215 7.9 +0.5 
3 5 Let's Pretend (CBS, < * HH GRO) cei scséccee 3,215 * 7.9 +13 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,221) (3.0) (—0.1) 
1 1 —s True Detective M he ies Williamson) ....... 768 6.8 —0.6 
2 3 Martin Kane, Private E: MBs, General Foods) . .2,076 5.1 —0.8 
3 2 Shadow (DL&W pn BAB paabey kaeenes 3h "035 5.0 —18 
Nielsen New York TV Ratings 
Four Weeks Ended June 10 

Program omes Homes | Program Homes H 
(%) (000) ed (000) 
Texaco Star Theater (NBC) ........ 824 | Philco TV Playhouse (NBC) ........ 1 464 
Godfrey's Talent Scouts (CBS, Lights Out (NBC, —, ogeeeeae 349 461 
ET si beddenen syhesecsoee 48.2 637) The Goldbergs (CBS, Sanka) ....... 34.2 452 

Toast of the Town (CBS, Lincoin- bay A & His Friends (CBS, Chester- 
A. - 1 rn bon Sovewecdccaeted rw] by os Le ) abe Yee aebbebe ees ¢ x 436 
.. SS FeRreoree” u io ne nghouse 

Fireside Theater (NBC, P&G) ...... 35.6 471 - ———. 
Washin ton St rated among manufacturers, who 
gto s ate pay for the space devoted to their 
Druggists Get Lift products, plus their pro rata share 


from Co-op Drive 


SEATTLE, June 27—A coopera- 
tive advertising program has been 
organized by the Washington State 
Pharmaceutical Assn., designed to 
build traffic for independent drug- 
gists and to enable national man- 
ufacturers to use the merchandis- 
ing facilities of independent drug- 
gists on an organized plan. 

Here’s the program: 

1. The agency, Advertising Coun- 
selors, buys a full page in the 
Sunday Seattle Post-Intelligencer. 
The page is signed: “Your Inde- 
pendent Drug Store.” It carries pro- 
motion for the independents, and 
each manufacturer in the program 
has space for his own product. 

Actually, the agency buys the 
page on behalf of local indepen- 
dent druggists at the local rate. 
The newspaper bills the agency. 
The agency adds its commission for 
copy and merchandising, and bills 
the association. 


= 2. Druggists, through their state 
association, agree to merchandise 
the advertised product. Stores are 
to carry adequate stocks, but they 
are not required to buy quantities 
or special deals. The retailers are 
supplied tear sheets for windows 
and agree to display the advertised 
products and to promote sales 
through their employes. 

3. The cost of the page is pro- 


of the space promoting indepen- 
dent druggists. 


@ Products advertised are checked 
in advance with a committee rep- 
resenting the state association and 
drug wholesalers. . Wholesalers’ 
salesmen assist in checking stocks, 
the association told its members. 

First advertising in the series 
began in June. “This is the start 
of a program to educate the public 
that the place to buy their needs 
is in the drug store and to assist 
in promoting more business for 
our stores,” the association’s bul- 
letin to members stated. H. E. 
Henderson is executive secretary 
of the association. The bulletin 
summed up: 

“The toughest job for any drug- 
gist these competitive days is get- 
ting drug business back into the 
drug store. Part of that assign- 
ment is a public relations job to 
influence consumers to think of the 
drug store first for purchases for 
themselves and families. In order 
to assist our members your as- 
sociation has arranged a program 
to that end by starting a coopera- 
tive advertising program.” 


Stanley Merritt Promoted 
Stanley F. Merritt, copywriter 
with Albert Frank-Guenther Law, 
New York, since 1948, has been 
named co-director of the copy de- 
partment. He was previously with 


Newell-Emmett. 
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MERCHANDISER—B-1 Beverage Co., St. 

Louis, uses its new “before breakfast’ 

theme in the top panel of this display 

rack. The line also is featured in the 

company’s current outdoor posters ‘for 
B-1 lemon-lime soda. 


DMAA Opens Annual 
Mail Ad Contest 


New York, June 27—The Di- 
rect Mail Advertising Assn. has an- 
nounced that entries are now being 
accepted for its 1950 “best of in- 
dustry” direct mail contest, to 
judge the most effective direct mail 
produced between Sept. 1, 1949 and 
Aug. 31, 1950. 

One entry in each industry will 
receive a “best of industry” award, 
while one campaign will be des- 
ignated as the “best of all in- 
dustry.” The contest is open to 
all users of direct mail and mail 
order, and winners will be an- 
nounced at the DMAA’s New York 
convention, Oct. 4-6. 

Chairman of the jury is Dr. Ro- 
bert A. Love, City College of New 
York. Other judges are Charles 
McDonough, publicity manager, 
Combustion Engineering-Super- 
heater Inc.; Earle A. Buckley, 
president, Earle A. Buckley Organ- 
ization; Francis DeWitt Pratt, cir- 
culation director, Time; and Rich- 
ard Messner, vice-president, E. E. 
Brogle & Co. 

Campaigns will be judged on the 
basis of four factors: results or ef- 
fectiveness; plan and continuity; 
copy; and design and physical ap- 
pearance. Entries should be sent 
to the association at 17 E. 42nd 
St., New York 17. 


Goodyear Appoints Wert; 
Others to New Positions 


Bruce Wert, formerly in charge 
of shoe products sales promotion 
for Goodyear Tire & Rubber Co., 
Akron, has been 
assigned similar 
duties on prod- 
ucts of the tire 
sales department. 
Mr. Wert will co- 
ordinate the com- 
pany’s sales pro- 
motion activities 
on tires, tubes, 
batteries and 
other products of 
the company. 

R. H. Harris, 
who recently 
joined the company, succeeds Mr. 
Wert. H. H. Strahlem, formerly on 
the sales promotion staff, has been 
transferred to the advertising de- 
partment, where he will work on 
retail newspaper advertising, re- 
placing W. M. Tucker, who has 
resigned. 


Bruce Wert 


Smallen Agency Moves 

Paul Smallen Advertising has 
moved from 320 Broadway to 48 
W. 48th St., New York. 


Connecticut Bans Series of Big Road Signs 


HARTFORD, June 26—A plan to! 
erect a series of 900-square-foot 
roadside signs, each containing one 
letter and so placed up or down a 
grade that from a distance the 
entire message could be read, has 
been stopped by the Connecticut 
State Attorney General’s office. 

Claiming that the entire message 
would exceed the 900 square feet 


the law allows for roadside signs, 


Assistant Attorney General Jack 
S. Rubin said that the restriction of 
such advertising was in fact “an 
emancipation of the citizen from 
involuntary subjection to the ad- 
vertising scheme which rivets his 
attention.” 

The plan also called for having 
the signs treated so that they could 
“ read at night as well as in the 

ay. 


Tea Bureau Promotes Two 

Fred Baxter and Oscar Gorenflo 
have been named grocery mer- 
chandising manager and restaurant 
merchandising manager, respec- 
tively, of the Tea Bureau Inc., 
New York. Both were formerly 
field men. 


Mrs. Edson Joins Faberge 

Faberge Inc., New York, perfume 
maker, has appointed Mrs. Enid 
Edson as director of packaging de- 
sign. 


Edwards Agency Names Henne 

Edwards Advertising Agency, 
Hackensack, N. J., has added Rich- 
ard B. Henne, previously with Mo- 
rey, Humm & Johnstone, as ac- 
count executive and head of the 
new business department. 


Gets Footwear Account 

Alfred J. Silberstein, Bert Gold- 
smith Inc., New York, has been 
appointed to handle advertising 
for Oomphies Inc., New York, 
manufacturer of indoor footwear. 


*6 days a week, 4 months 1950 


sure thing for advertising results! 


More people buy 


WHERE YOUR ADVERTISING DOLLAR 
RUNS A WINNING RACE 


It’s your best advertising bet! Although Dallas is the 20th U. S. city 
in population, The Dallas News ranks up with the best of U. S. 
morning newspapers in advertising linage. It’s 2nd in Department 
Store linage, 5th in Automotive, 6th in Retail, 7th in Classified, 7th in 
Total Display and 7th in Total linage!* Good common horse sense will 


tell you what these figures prove . . that The Dallas News is a 


The Dallas News . . . 
more people read se The Dallas News 
than any other Dallas Paper. 


_ CRESMER & WOODWARD, INC., Representatives © 
: New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
 %* RADIO STATIONS WFAA *WFAA-TV * TEXAS ALMANA 
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Diversity of Advertisers to Tie Up 
with ‘Destination Moon’ Movie 


By Pui Se1rz 

HOLLywoop, June 28—Publicity- 
wise, George Pal Productions has 
been setting the stage since Janu- 
ary for its picture “Destination 
Moon,” to be released through Ea- 
gle-Lion. The initial stages of this 
campaiga were related in the first 
article of this series, in the April 
10 ADVERTISING AGE. The picture is 
now being shown in New York, 
but will not be released nationally 
until Sept. 15. 

In the meantime, finishing 
touches are being put on tie-ups 
already agreed on, and others are 
still being sought. Since the first 
article, a number of extensive tie- 
ups have been made. Along the 
way, many possibilities have been 
discarded because they could not 
be worked out in a manner satis- 
factory to both parties. 


a The time required to agree upon 
a mutually satisfactory tie-up var- 
ies considerably, dependent mostly 
on how much collaboration is nec- 
essary. Some tie-ups require only 
the okay of the studio, with the 
manufacturer carrying the ball. 
Others, more elaborate, require a 
close iategration of the personnel 
and efforts of both the studio and 
the manufacturer, or his agency. 

The role of the studio is to create 
public interest, recognition and ac- 
ceptance of its picture through 
publicity in advance of release, 
and advertising when it is running 
in theaters. 

A manufacturer bolsters this ef- 
fort with his promotion, with the 
total hoped-for effect being a mul- 
tiplication of the advertising im- 
pact for both the picture and the 
product. 


@ In an ideal tie-up, both parties 
would contribute an approximate- 
ly equal amount of promotion. This 
does not mean a dollar for dollar 
matching of advertising and pro- 
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RADE AND CONSUMER PUSLICATIONS 


EMPIRE STATE BUILDING 
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motion expenditures. The major 
share of the studio contribution is 
publicity which would not normal- 
ly be available to a manufacturer. 

The best example of this is a 
recapitulation of the major publi- 
city achieved for “Destination 
Moon” since the first AA article: 

Six pages, including 19 pictures, 
in Popular Science; a cover pieture 


This is the second of a series of 
articles giving the history of the 
“Destination Moon” advertising 
tie-up operation. The first appear- 
ed in the April 10 issue and re- 
vealed how George Pal Productions 
planned and sought tie-ups with 
the movie. This article tells of 
those which have been developed 
to date. 


and six pages in Popular Mechan- 
ics; a cover and inside spread in 
This Week; a story and picture in 
Parade; 2% pages in Life. 

A run-down of tie-ups for “Des- 
tination Moon” which are now 
definite should give some idea of 
how many and varied means can 
be employed to hitch onto the 
wagon of a motion picture. It is 
worth noting that although the 
studio developed all the ideas it 
could think to cover every possible 
avenue of tie-up potentials, exact- 
ly half of those planned originated 
in the mind of someone in a manu- 
facturer’s organization. 


s Dorothy Gray Ltd., New York 
cosmetics firm, plans to tie-in in 
this fashion: 

1, A new lipstick will be created 
—‘“Rocket Red” as “inspired by 
Destination Moon.” 

2. It will be packaged in a con- 
tainer resembling a rocket. 

3. The new lipstick will be ad- 
vertised in women’s fashion mag- 
azines. 

4. Point of sale displays will be 
distributed nationally to drug and 
department stores. 

5. Store-wide promotions fea- 
turing “Rocket Red” and pictures 
from “Destination Moon” will be 
developed for use in retail out- 
lets. 

6. The promotion will be kicked 
off with a cocktail and fashion 
party. 

Less extensive, but nationwide 


tional colors. 


RUN of PAPER 


ULL COLO 


now available in 
BUFFALO 


DAILY...Black and 1, 2 or 3 addi- 


SUNDAY... Black and one color. 
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in scope is the promotion of Bolex 
camera. Bolex will advertise in 
camera magazines and prepare full 
color point of sale material for 
camera outlets. This will show a 
still from the picture and a state- 
ment to the effect that Bolex was 
the “first camera on the moon.” f 

A similar point-of-sale tie-in 
will be employed by Birds Eye 
frosted foods. Birds Eye will place 
cut-outs of space travelers in space 
suits at frozen food cases in food 
stores, with a package held in one 
hand and carrying the statement 
that its products are “out of this 
world.” 

Also tying in are Capitol Rec- 
ords, which will issue an album 
featuring the musical score from 
the picture, and National Latex 
Corp., Cleveland, which will pro- 
duce a balloon with a cardboard 
superstructure to simulate a rock- 
et. 


a The most comprehensive cooper- 
ative effort is that now being dis- 
cussed with Oldsmobile, and its 
agency, D. P. Brother & Co., De- 
troit. This is considered the most 
logical of all—a picture built on 
a rocket trip to the moon, and 
Oldsmobile with its emphasis on 
the Rocket 88 model. 

It will start with initial public- 
ity to get the over-all plan in mo- 
tion. This entails planting of sto- 
ries of the tie-up in theatrical trade 
papers so exhibitors will know of 
its details. Oldsmobile would do 
a similar job in automotive trade 
journals and in dealer publica- 
tions, with instructions as to how 
they can participate. 

The “Destination Moon” press 
book will tell local theater man- 
agers to contact their local Olds- 
mobile distributor and how the 
promotion should be worked out. 
Oldsmobile will advise distribu- 
tors and dealers how to get both the 
dates when the picture will play 
in their area, and the name of the 
local theater publicity man. 


a When the picture breaks, both 
will use considerable newspaper 
advertising. Both the theater ads 
and Oldsmobile dealer ads will 
offer a free ride in a Rocket 88 to 
and from the theater. Proposed 
slogan for the ads is, “Ride a 
Rocket 88 to Destination Moon.” 
A phone number to call to ar- 
range the ride will be shown on 
all ads. 

Theaters will furnish special 
personnel for a fleet of Oldsmo- 
biles to be parked in front of the 
theater. Curb signs will read, “This 
space especially reserved for Olds- 
mobile Rocket 88—Destination 
Moon.” 

Oldsmobile drivers (salesmen) 
will call for and deliver patrons, 
handing them advertising material, 
and obtaining names and addresses 
for follow-up sales work. Banners 
would be flown on these cars. 

During the four to six week 
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HISTORY—In this spread appearing in Automotive News, DAC News and SAE Jour- 

nal, Electric Auto-Lite Co., Toledo, takes credit, for the first time, for its pioneer 

work in development of the first 6-volt electric starting system in which the starter 

and generator were separate units. It is one of a series of institutional ads 
planned by the company. 


period when Eagle-Lion salesmen 
are setting up play-dates i their 
territory, they will use Rocket 88s 
with special paint jobs and copy 
about the picture. 

Also planned is cooperation of 
exhibitors in the playing of “Merry 
Oldsmobile” as part of the usual 
music between pictures. The press 
book will suggest this to theater 
owners, and Oldsmobile dealers 
will be instructed to personally 
present a copy of the recording to 
the theater man when first local 
planning is being done. 

More of a stunt is the promotion 
planned by B. V. D. Corp. It will 
produce a “T” shirt carrying a 
picture of a rocket. In addition 
it will print several million tickets 
to be billed as “free tickets to the 
moon.” They will not be good for 
admission to the picture. 


m George Pal Productions has 
produced a picture for Seagram 
Distillers which combines a com- 
pany story with clips from “Des- 
tination Moon.” This will be shown 
to its salesmen. Also under con- 
sideration by Seagram is the dis- 
tribution of a dart game to taverns, 
with the darts being simulated 
rockets, and the target a picture of 
the moon. 

Of the tie-ups enumerated it will 
be noted that several call for a 
specific new item based on asso- 
ciation with the picture. In such 
cases, the agreement with the 
studio is similar to those used by 
such licensing organizations as 
Walt Disney and the Bing Crosby 
Foundation—Pal gets a 5% royalty 
on sales. In this category are Dor- 
othy Gray’s “Rocket Red” lip- 
stick, the B. V. D. “T” shirt, and 
the rocket balloon of National La- 
tex. 

From the advertiser’s stand- 
point it should be apparent there 
are many, many ways to tie in with 
a motion picture. It should also 


be apparent that any consumer 
goods manufacturer with nation- 
al or regional distribution will be 
welcome when he has a concrete 
idea to offer for a tie-in. It is 
likewise true that an inquiry can 
often develop a suggestion from a 
studio when it is felt a tie-up will 
be mutually advantageous. 


Becomes Official Magazine 
of a Florist Association 

Western Florist & Nurs 
which has moved its offices to 38 
Dolores St., San Francisco, has be- 
come the official publication of 
the California State Florists’ As- 
sociation. Harrison B. Williams, 
publisher, says, “This in no way 
affects the ownership, management 
or independence of the publication 
but does add 500 paid subscribers.” 
Western Florist & Nurseryman al- 
so has acquired Flower Shop, a 
pocket size trade monthly, which 
it will absorb. 


Hundred Million Club Elects 


The Hundred Million Club, New 
York, mail order group, has elected 
Lawrence G. Chait advertising 
manager of Arthur Wiesenberger 
& Co., as its president. Three vice- 
presidents are: Marian F. Arm- 
strong, direct mail manager of 
Time Inc., Joseph W. Ferman, gen- 
eral manager of American Mer- 
cury, and William Steiner, direct 
mail advertising consultant. Muriel 
Gilmore, vice-president of Mailings 
Inc., has been reelected secretary, 
and Helen G. Buckley, subscrip- 
tion and fulfillment manager, Par- 
ents’ Institute, treasurer. 


Auto Manufacturers Elect 
George W. Mason, president of 
Nash-Kelvinator Corp., has been 
reelected president of the Auto- 
mobile Manufacturers Association, 
Detroit. Other officers reelected 
include: H. S. Vance, Studebaker 
Corp., and E. J. Bush, Diamond T 
Motor Car Co., vice-presidents; M. 
E. Coyle, General Motors Corp., 


secretary; and Hugh J, Ferry, 
Packard Motor Car Co., treasurer. 
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MORE ABOUT THE CIRCULATION 
YOU BUY, SO....... 
_ ea, 


Numbers alone only begin to tell the story! In order to put that all 
important “next dimension” into its circulation, The Journal has 
established a permanent continuing staff of field investigators, and 
for several months has been doing detailed census and buying study 
work right out in the fields and plants. We are preparing to tell 
you who the RIGHT readers are for your products and services . . . 
not cold, abstract figures alone . . . but the exact job function, buy- 
ing responsibility, and relative buying importance of our readers. 


Further, we are prepared to provide you unquestionable proof of 
the extent of readership you, as an advertiser in The Journal, will 
have among these RIGHT people. You may, if you wish, recheck 
these figures for yourself . . . and at our expense. Don’t hesitate 
... ask for detailed proof TODAY! 


Yes, RIGHT READERS READ The Journal. Only after detailed per- 
sonal field investigations can this statement be made. 
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Most Neophyte Admen Ask Agencies 
for Jobs in Video or Contact Work 


New York, June 29—Although 
advertisers and agencies are more 
selective this year in hiring college 
graduates, job opportunities are 
considerably brighter than most 
executives predicted six months 
ago, a spot check of the industry 
by AA reveals. 

The survey indicated a general 
downward trend in minimum sal- 
aries set by graduates and a greater 
demand for jobs in television and 
related activities. From the agen- 
cies’ outlook, chances of employ- 
ment in television departments 
were slim, but opportunities for ad- 
vancement once in television are 
considered greater than in any 
other agency function. 

While opportunities for entering 
advertising agencies are better 
through research and production 
departments, most applicants seek 
direct openings either in contact 
or television and are reluctant to 
accept interim assignments. Some 
agencies have tightened their per- 
sonnel policy to exclude beginners 
from direct assignments in copy 
and creative departments, and few 
are willing to start beginners on 
contact work without prior exper- 
ience with other functions of the 
agency. 


@ Sidney H. Giellerup, partner in 
Marschalk & Pratt and chairman 
of the national examination com- 
mittee of the American Associa- 
tion of Advertising Agencies, was 
unable to report on results of job 
placements of this year’s exam- 
inees. Mr. Giellerup explained that 
the association does not get reports 
from those taking the examina- 
tions until six months or a year 
after they find jobs. 

He added that candidates tend to 
scatter over the country and that 
considerable time is needed to 
trace them and secure completed 
questionnaires showing the results. 

Mr. Giellerup reported earlier 


Chicago 5. Mbinois 


431 S. Dearborn St., 


(AA, May 8) that the showings of 
this year’s examinations were “the 
best since the inception of the ex- 
aminations in 1947.” A total of 
963 candidates took the exams. 


ws The association estimated that 
the total of all people now em- 
ployed in advertising agencies over 
the country is now slightly in ex- 
cess of 25,000. The association, 
using its own membership as a 
poll, has used 25,000 as a base 
figure for the past two years, but 
admits that an additional 2,000-3,- 
000 advertising men may have en- 
tered the business from the forma- 
tion of new agencies. 

Contacting agency personnel of- 
ficers, AA checked J. Walter 
Thompson Co., where Robert Haw- 
es, who participates in hiring male 
personnel, said there has been a 
“terrific increase” in the number 
of job applicants. The agency has 
slowed its rate of hiring new blood 
to catch up with the large influx of 
new personnel and returning em- 
ployes following the war. Some, 
who went through training pro- 
grams just after the war, have still 
to find permanent positions or jobs 
that they want within the com- 
pany. 


s Mr. Hawes said that the greatest 
opportunity for employment is in 
the production and research de- 
partments, since few graduates 
apply for jobs in those categories. 
Applicants at Thompson seek jobs 
as assistant account representatives 
above other job possibilities. 

Base salaries are only slightly 
higher than those prevailing a year 
ago. 

At another large agency which 
declined to have its name men- 
tioned, AA was told that there are 
“more applicants than we can see.” 
Opportunities were pegged at 
about the same level as 1949, but 
the agency warned that creative 
men make their own openings. A 
blanket salary increase for be- 


ajginners was made early in the 


year. 


w At McCann-Erickson, Dr. Steu- 
art H. Britt, personnel director, 
said that he found no increase in 
the number of applicants, but that 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS — 
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the ad scene. 


Fly Homeward, Angel 


(Or: Why It Is Sometimes A Little Difficult 
to Write Copy over a Week-end) 


Of course, Sweetheart ...go have some fun; 
I’ll somehow get this copy done. 

I’ll do it and your household choring 

.And to keep things from getting boring 

I’ll tend the children. Yes, I’ll cook for them, 
Let them out and go look for them. 

I'll play with them, I 
All the livelong day with them, 
Asking this favor returned in kind: 
Get back before I lose my mind! 


Whatever you do, please don’t forget, 
I’ll be waiting for you, Pet. 

And during Cassidy, that’s “Hoppy,” 
I’ll try to do a bit of copy. 

Come by trolley, come by train, 
Come by Zep or charted plane. 
Steal an auto, buy a bike, 

Take a taxi, dear, or hike. 

By hook or crook, by lend or lease, 
Get back while I’m still in one piece! 


AA’s little niche for poetic readers continues to be avail- 
able, free to you and us, as long as you comment in verse on 


‘ll stay with them 


KENNETH PARSONS, 
Hazard Advertising Co. 


the agency now hires only as open- 
ings become available and does not 
plan a course for each year’s grad- 
uating class. He indicated that tel- 
evision is a poor department for 
new applicants since agency files 
were already filled with resumes 
for TV jobs. 

Austin Thomas, vice-president 
and personnel director of Benton 
& Bowles, described opportunities 
with his agency as “tighter than a 
year ago.” He estimated the num- 
ber of applicants at the same level 
as June, 1949, and said that the 
agency had no set pattern for open- 
ings to offer inexperienced men. 

Mr. Thomas said that most ap- 
plicants want account work and 
that the number seeking television 
does not exceed other positions. 
Base salaries have remained the 
same. 


es “Many applicants do not have 
enough background for this busi- 
ness,” Mr. Thomas said. “And 
many do not even have enough 
background to determine which 
job they want and are most quali- 
fied to hold. Many come in on gen- 
eral assignments and later dis- 
cover that what they really want 
to do is directly opposed to their 
job objective as stated at the time 
of application.” 

Walter A. Lowen, head of his 
own placement agency, estimated 
that the number of applicants this 
June has been “about the same as 
last year.” He added that oppor- 
tunities for placement are better 
in the upper-income brackets, 


with demand for copywriters, ac- 
count executives and public rela- 
tions staffers in that order of im- 
portance. The agency is also get- 
ting a few inquiries for research- 
ers and business news editors. 


a In the lower-income brackets, 
where beginners come in, Mr. Low- 
en said that advertising assist- 
ants for copy and production de- 
partments are most in demand 
from agencies. He estimated that 
salaries have dropped from 5 to 
10% from last year. 

Mr. Lowen told AA that em- 
ployers are learning to evaluate 
the individual for his ability in- 
stead of judging by his calendar 
age. He termed job prospects for 
the rest of the year in advertising 
as “excellent.” 

From the Roberta Dufton Agen- 
cy, which accepts job applicants 
only on personal recommendation, 
AA learned that there were “more 
jobs and better jobs” available 
now than last June. The placement 
agency emphasized that the right 
people are harder to find for these 
jobs because “employers are fus- 
sier” and there are not as many 
“good people” looking for jobs to- 
day. 

Referring to the general outlook, 
a spokesman for Dufton said that 
most of the jobs available now are 
in copy, with the demand for ac- 
count executives of the $10,000- 
and-over class ranking second. 
There are also more sales jobs 
open this year. 

Good media directors and time 
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buyers are hard to find, and most 
agencies want men instead of 
women, Dufton reported. No 
marked change in salary brackets 
was noted, but AA was told that 
“if anything, salaries may be up a 
little.” 


s Jerome Field, director of Jobs 
Unlimited, said there are fewer 
“good” job applicants around now 
than a year ago. He added that 
some people are shying away from 
the advertising field because they 
have been advised it is over- 
crowded. 

Mr. Field said available jobs are 
off somewhat from this time last 
year, and estimated the drop 
around 10%. He was quick to add 
that “a good creative man” doesn’t 
have to be out very long, and he 
classified top creative talent as 
“scarce.” He said there has been 
“no basic change” in_ salaries 
since last year. 


Ford Dealers Plan Summer 
TV Musical Program 


At least one advertiser will 
schedule a summer show rather 
than take a hiatus on its TV time. 
Ford Dealers of America, Detroit, 
will sponsor a musical revue star- 
ring Jack Haley, as a warm wea- 
ther, attraction in the Thursday 
9-10 p.m. spot on NBC. 

This summer series, to run dur- 
ing Kay Kyser’s vacation, will 
start July 6. J. Walter Thompson 
Co, is the agency. 


CIAA Elects Officers 


Donald Poor, advertising mana- 
ger of Ceco Steel Products Corp., 

hicago, has been elected president 
of the Chicago Industrial Adver- 
tisers Association. W. E. Geidt, 
advertising manager of Inland 
Steel Co., J. R. Armstrong, account 
executive of Armstrong Advertis- 
ing Agency, and C. B. Riemersma, 
midwest manager of Architec- 
tural Record, have been named 
vice-presidents. Quentin’ Kenny, 
advertising manager of Lindberg 
Engineering Co., has been elected 
secretary-treasurer. 


Hoffman Heads Export Club 


At the annual meeting of the Ex- 
port Managers Club, New York, 
Frank Hoffman, Intertype Corp., 
was elected president for a two- 
year term. Other officers are: 
Fred Gonzalez, McCall Corp.; Geo. 
E. McGuire, Carborundum Co.; H. 
A. Raasch, Bestform Foundations 
Inc., and R. R. Reger, Sperry Gyro- 
scope Co., vice-presidents, and 
Helen J. Devlin, secretary. 


Swank Moves Sales Service 


To shorten time between receipt 
of orders and their shipment from 
the factory, the sales service de- 
partment of Swank Inc. has been 
moved from New York to Attle- 
boro, Mass. 


Harrington Concern Moves 

Harrington, Righter & Parsons, 
New York, newspaper representa- 
tive, has moved from 270 Park 
Ave. to 347 Madison Ave. 


MORE POPULATION 


City Zone 
ABC Par. 28 
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ED YS SENN RENTS COMMENT STS aero 


OFFICIAL—The 1950 poster for the sec- 

ond annual Children’s Day, Oct. 15, will 

be reproduced in color for window blow- 

ups, counter cards and other promotional 

material. The day is sponsored jointly 

by the American Parents Committee and 
Parents’ Magazine. 


“Modern Industry's’ 
Circulation Gains 
Lead to Rate Rise 


New York, June 28—Modern 
Industry has announced an 11% 
boost in its one-time bkw page 
rate beginning January, 1951, when 
it will guarantee 60,000 net paid 
ABC circulation. New cost per page 
will be $880. The new 12-time rate 
will be $720, a jump of 10.8%. 

Alvah B. Wheeler, vice-presi- 
dent in charge of sales, said Mod- 
ern Industry has entirely elimi- 
nated its controlled circulation. 
Current net paid, he said, is more 
than 54,000. 

The magazine’s last rate adjust- 
ment came in July, 1948, when the 
12-time b&w price was advanced 
from $550 to $650. Since then the 
net paid circulation has gone up 
44%, while the 60,000 figure guar- 
anteed for the first six months 
of 1951 represents a boost of 70%. 


a “Modern Industry,” said Mr. 
Wheeler, “has converted its free 
circulation into paid in a volume 
that, to the best of our knowledge, 
has never been equaled. We think 
we have made publishing history.” 

He said the first issue of the 
magazine appeared in February, 
1941, and had a free—or controlled 
—circulation of 50,000 management 
men in 31,000 key manufacturing 
plants. 

It was within this market, Mr. 
Wheeler said, that Modern Indus- 
try converted its free to paid cir- 
culation. A special circulation force 
was built under M. E. Mitchell, 
former circulation sales manager 
of Business Week. The circulation 
operation was directed by W. R. 
Pelkus, former circulation man- 
ager of Newsweek, 


Two Appoint Gardner Agency 


Donald W. Gardner Advertising, 
Boston, has been named to handle 
the advertising of Fireye Corp., 
Cambridge, Mass., using maga- 
zines, newspapers and television. 
The agency also has been ap- 
pointed by Stowe-Woodward Inc., 
manufacturer of the Ebonite bowl- 
ing ball and other industrial rub- 
ber products. Newspapers, maga- 
zines and point of sale material 
will be used. 


Designers Exhibition Set 


The Society of Contemporary 
Designers will hold its first annual 
exhibition in Los Angeles, Oct. 
1-Nov. 1. All work selected will 
be considered of equal merit and 
no awards will be given. Entries 
must be sent to the exhibition com- 
mittee at 914% S. Alvarado, Los 
Angeles, before Aug. 1. 


Clayton Joins Gourfain-Cobb 


Stuart D. Clayton has been add- 
ed to the merchandising consult- 
ant staff of Gourfain-Cobb Adver- 
tising Agency, Chicago. He will 
be in charge of the eastern divi- 
sion covering sales training and 
dealer development work. 


Plans Airline Food Drive 

Daniel Mordecai Co., Boston, 
food broker, will launch a cam- 
paign in newspapers for Airline 
foods. Radio also will be 
Featured Airline products are Hen- 
ri spaghetti sauce, Sundaettes, Air- 
line prune juice and pie fillings. 
Chambers & Wiswell, Boston, is 
the agency. 


Resigns as Manager of WPIT 

Jack Merdian, station manager 
of WPIT, Pittsburgh, who also is 
executive vice-president and a di- 
rector of the “Friendly Group” of 
stations airing “The Million Dollar 
Ballroom,” has resigned as man- 
— to devote his time to field 
sales. 


Van Camp Names Norman 
Stokely-Van Camp Inc., Indian- 
apolis, manufacturer of canned 


vegetables and fruits, has appoint- 
ed Kelso Norman Advertising, San 
Francisco, to handle West Coast 
advertising and merchandising of 


used.|all Van Camp products in Wash- 


ington, Oregon, California and 
Arizona. 
Frank Howard Joins WJAR-TV 


Frank Howard, formerly copy- 
writer and production man with 
Charles H. Nolan, Pawtucket, R. I., 
agency, has joined WJAR-TV, 
Providence, R. I., as commercial 
representative. 


Karbercraft Names Lowell 


Mortimer Lowell Co., New 
York, has been appointed by 
Karbercraft Co., maker of hand 
weaving looms, to handle its ad- 
vertising. Karbercraft is a new 
advertiser. 


Harris Joins ‘TV Guide’ 


Murry Harris, formerly director 
of advertising and promotion for 
WNBC and WNBT, has joined 
TV Guide, New York, as vice- 
president in charge of promotional 
coordination. 


Station WABB Appoints Long 

Dewey H. Long, formerly with 
Station WELI, New Haven, Conn., 
has been named general manager 
of Station WABB, Mobile, Ala. 
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Mulford to Nursing Journal 


J. K. Mulford, formerly with 
Conover-Mast Publications and 
McGraw-Hill Publishing Co., has 
joined American Journal of Nurs- 
ing, New York, as production man- 
ager. 


Moves N. Y. Office 

Pacific Coast Borax Co., maker 
of 20 Mule Team borax, has 
moved its New York office to 100 
Park Ave. 
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WE RATE! WGAR leads 
eriods 
than all other Cleveland 
stations combined! WGAR 
ratings are greater than 
the next closest station in 
58 of 68 day quarter-hours, 
and greater in 54 of 75 
night half-hours. WGAR 
has just won the annual 
Cleveland Press Local 
Radio Poll for the fourth 
consecutive year, winning 
12 first place votes in 14 
categories. IMPRESSIVE! 


in more rated 


ACTIVATED! Shell Premium 
Gas and WGAR promotion! 
WGAR gets new listeners to 
Shell’s daily newscasts through 
attractive full-color swivel- 
board posters in Shell stations. 
romotional activi- 
ty by WGAR... promotion 


It’s another 


with drive! 


4 
“4 
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SUNDAY PUNCH ... with 
smiles. For the first time 
in 15 years, WGAR has 
changed its Sunday morning 


WGAR 


Above: Mr. G. G. McKenzie, 
District Manager for Shell Oil, and 
a member of Cleveland Petroleum 
Club and City Club. Below: Mr. 
Sandy A. Flint, Division Manager 
of Shell Oil Company, Cleveland, 
and member of Cleveland Petro- 
leum Club, Chamber of Commerce 
and Mid-Day Club. Shell Oil is a 
WGAR sponsor. 


| programming and has time 
' available for sponsorship. 
' The Bob Smiley Show is 
featured in this new line-up. 
For added sales impact at 
low cost, consider this bright 
program of Sunday morning 
pop music. Ask about it. 


RADIO ... AMERICA’S GREATEST ADVERTISING MEDIUM 
° Represented Nationally by Edward Petry & Company 


«+ Cleveland...50,000 watts...CBS 
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THE BIGGEST MAY CIRCULATION 
IN HERALD-AMERICAN HISTORY 


In total circulation, Metropolitan Chicago circulation, and home-delivered circula- 
tion, the Chicago Herald-American continues to set the pace for Chicago evening 
newspapers. 


The Herald-American delivers more newspapers into the homes than any other 
Chicago evening newspaper. The Herald-American has the greatest concentration 
of circulation of any Chicago evening newspaper in the Retail Trading Area where 
buying power is greatest. 


If what you sell goes into the home, your advertising belongs in Chicago’s 
largest evening newspaper. 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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Drexel Furniture, Mutual Buying Syndicate 
Double Sales Objective in First Co-op Ad 


Drexet, N. C., June 28—Last 
March Drexel Furniture Co. and 
the Mutual Buying Syndicate 
joined in what was then consid- 
ered a daring experiment in mer- 
chandising and advertising. 

The plan involved joint action 
by the furniture manufacturing 
company, the buying syndicate and 
dealer-members of the syndicate 
in testing promotion of a Drexel 
bedroom suite, called the Mulby 
Group, nationally. The promotion 
was called the “Drexel-Mulby Pro- 
motion.” 

This was the first venture in 
which a buying syndicate and a 
manufacturer joined hands. John 
Falkner Arndt & Co., the Drexel 
agency, handled the promotion. 


@ Originally it was hoped that the 
promotion would sell 300 specially 
cut suites. To reach this goal, a 
detailed merchandising folio was 
sent to the 35 cooperating stores 
with suggested layouts, copy and 
color-corrected glossy photographs 
of the same illustrations used in 
a full-color page in the March is- 
sue of Ladies’ Home Journal. Pub- 
licity releases, radio commercials, 
logotypes and display material also 
went out to newspapers and the 
stores. 

Thirty days after the Journal 
ad broke, 15 stores had to reorder 
suites totaling 300 additional ones. 
McKelvey’s of Youngstown, O., for 
instance, sold 31 suites in one day 
following their ad in the local 
papers. The Ladies’ Home Journal 
ad, and a total of 60,000 lines used 
in local papers, brought in orders 
for 658 suites, more than double 
the original objective. Within 
three months total sales of the 
featured suite topped 1,000, or ap- 
proximately $300,000 worth of 
business, and it is still going strong. 
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ident of the Mutual Buying Syndi- 
cate, which is an association of 50 
leading department stores across 
the country representing more than 
$400,000,000 in sales annually, told 
ADVERTISING AcE that the success 
of this experiment will spell sim- 
ilar undertakings with Drexel and 
other national manufacturers. 

The test was evolved basically 
by the Forward Marketing Pro- 
gram of the syndicate, established 
since the end of the war to base the 
group’s retail purchasing on coor- 
dinated facts instead of just 
guesswork. The program is based 
on three steps: 

1. Creation and development of 
quality staple items through close 
cooperation with leading manufac- 
turers. 

2. Planned long-term purchases 
to insure steady production. 

3. Planned store promotion 
through coordinated advertising 
and display to insure steady and 
profitable sales. 


s The plan includes sales promo- 
tion for merchandise bought, in- 
cluding both local and national ad- 
vertising, sales training, display 
and special events built around the 
merchandise. 

The program of buying and sell- 
ing is based on cooperation with 
nationally advertised products, 
since the underlying philosophy of 
the plan depends on the common 
interest of manufacturer and re- 
tailer. Nationally advertised prod- 
ucts assure public acceptance on 
the part of consumers, Mr. Brad- 
ley explained. 

On the Drexel-Mulby promotion, 
which was the first experiment in 
the new program, the ad in Ladies’ 
Home Journal was designed to get 
mass female readership, which it 
obviously did. As a result of the 
success, the Journal’s promotion 
department put out a special 20- 
page booklet boasting of the re- 
sults, quoting ad managers of the 
various stores and reprinting many 
of the newspaper ads run in the 
35 cities. 


Adds New Ac’‘cent Department 


Amino Products Division, In- 
ternational Minerals & Chemical 
Corp., Chicago, has established a 
hotel, restaurant and institutional 
department to increase the distri- 
bution and sales of Ac’cent, food 
flavor intensifier. Russell Kramer, 
formerly western sales manger of 
Ac’cent, has been named head of 
the new department. 


Appoints Kimball-Menne 


Ideal Women’s Group, New 
York, has appointed Kimball- 
Menne, Los Angeles, as its West 
Coast representative, effective Sep- 
tember, 1950. Don Harway & Co., 
Los Angeles, previously handled 


the account (AA, June 19). 
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lhe Creative Wan’ Corner 


These three car cards strike The Corner as being unusual- 
ly fine examples of simplicity and sincerity in advertising— 
both of which qualities, in The Corner’s opinion, are es- 
sential ingredients of successful advertising. 

The Schaefer car card says quality and enjoyment with- 
out pressing the point—or, as Shakespeare put it, without 
protesting too much. It is typical of most Schaefer adver- 
tising which, in The Corner’s opinion, has been tops in the 


The Breck car card has a certain dignity and sincerity of 
a bygone age, when the words lady and gentleman really 


Bevatifal Sbair 


meant ssmatiabies A number of ateatitiina people might 


The Corner sincerely feels more modern treatment would 
rob it of something it has now which is invaluable. Like the 
Schaefer card it says quality without pressing the point. 
Likewise the Quest-Shon Mark bra card. In fact, the whole 
been notable in this respect. 
Among all the cards that scream at one in the subways, 
these three have a gentlemanly or ladylike quality that pro- 
motes belief in the worth of the products they advertise— 
and what more effective buying-inducement could you ask 
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Wool Bureau Announces Sales 
Training Course, Promotions 


The Wool Bureau Inc., New 
York, has announced the publica- 
tion of a sales training course and 
fall promotion for women’s, chil- 
dren’s and yard goods sections of 
retail stores. The course, which has 
as its theme “Wool is a natural 
for fashion,”’ includes a basic sales 
training manual, a 14 page group 
of charts, and two sales training 
lectures based on the manual. 

Advertising layouts and copy 
ideas and a collection of proposed 
news and radio releases also are 
included in the promotion package. 
Five leading pattern companies 
are cooperating with the national 
promotion, providing stores with 
posters and ad mats. A nationwide 
window display contest also is be- 
ing planned 


Gets Gas Station Account 


Clark’s Super Gas Co., Milwau- 
kee, filling station chain, has 
named Stone-O’Halloran, Milwau- 
kee, to handle its advertising. 


Appoints Fred Michalove 


Fred C. Michalove has been 
named eastern advertising repre- 
sentative of Advanced Manage- 


ment, New York. 
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Ad Council Readies 
Institutional Drive 


for Business Papers 


New York, June 29—An institu- 
tional campaign in business papers 
will be launched within a few 
weeks by the Advertising Council 
through the cooperation of its 
business paper advisory committee, 
Nelson Bond, chairman of the com- 
mittee and vice-president in 
charge of advertising of the Mc- 
Graw-Hill Publishing Co., an- 
nounced today. 

A series of four magazine ad- 
vertisements, designed specifically 
for advertising, marketing and 
management publications, has been 
released to publishers. Mr. Beard 
said that 77 pages have been 
pledged and that commitments are 
still being received. 

Rickard & Co., volunteer ad- 
vertising agency, contributed the 
services of its staff to prepare the 
ads. 

Two of the ads in the series ex- 
plain how the council has mar- 
shaled the forces of advertising to 
help solve national problems; an- 
other features the American eco- 
nomic system campaign; and the 
fourth describes some of the coun- 
cil’s other current campaigns. 


Brassard Agency Formed 


Alfred J. Brassard Jr., formerly 
with Maxfield Co., Providence, R. 
I., and Charles H. Doebler, for- 
merly with Gordon Schonfarber & 
Associates, Providence, have 
formed an agency under the name 
of A. J. Brassard Advertising, 
Providence. Mr. Brassard is head 
of the new agency and Mr. Doe- 
bler is an account executive. The 
agency has been named to handle 
advertising and public relations for 
the Crown Hotel, Providence. 


Newman Rejoins Moore 


Jerry Newman, for the past two 
years with the merchandising de- 
partment of Young & Rubicam, 
Chicago, has rejoined Moore 
Enameling & Mfg. Co., West La- 
fayette, O., after a six year ab- 
sence. He will be in charge of sales 
direction. Mr. Newman formerly 
served Moore for nine years as ad- 
vertising manager and later as 
sales manager. 


Advertising Age, July 3, 1950 


Majority of TV Net 
Programs Sponsored, 
Ross Reports Show 


New York, June 28—At the 
height of the spring season, the 
four TV networks were carrying 
a schedule of 152 programs, or 544 
quarter hours, weekly. Of these, 
92 programs, or 281 quarter hours, 
were sponsored, according to Ross 
Reports on Television Program- 
ming. 

Locally and on a network basis, 
the six New York video stations 
scheduled a total of 293 programs 
weekly—excluding baseball—as of 
the end of May. About half the 
programs—141—were _ sponsored, 
the report shows. 

Dramatic, comedy and musical 
formats predominated in the net- 
work lineup, while late evening 
and women’s daytime shows made 
up the bulk of the local fare. Over- 
all—network and _local—break- 
downs of program types follow: 
children’s, 30; women’s daytime, 
29; musical, 28; dramatic, 27; sports 
events, 26; feature films, 24; com- 
edy-variety, 22; interview, 20; 
news, 15; panel quizzes, 13; sports 
commentary, 12; discussion, 10; au- 
dience participation, 9; talent 
showcase, 9; educational-exposi- 
tion, 9; situation comedy, 7; west- 


ern films, 7; religious, 4; how to 
do, 2. 
a To indicate program trends, 


Ross includes year-ago and six- 
months-ago comparisons. The 
women’s daytime program cate- 
gory registered the sharpest in- 
crease, with a gain of 20 programs 
over last year. Other program 
types, which are getting more tele- 
vision time, are dramas, sports 
events and feature films. 

Figures for these categories, a 
year ago, six months ago and now, 
respectively, are: dramas, 11, 29, 
27; sports events, 16, 20, 26; and 
films, 23, 28, 31. Several of tele- 
vision’s dramatic shows are among 
the more than 40 programs which 
will be off the air for the summer. 


U. S. Rubber Names Three 

Elmer H. White, vice-president 
and general manager of the foot- 
wear and general products divi- 
sion of United States Rubber Co., 
New York, has been promoted to a 
new post in which he will serve as 
an adviser to the president, the ex- 
ecutive committee and the general 
managers on sales, sales promotion, 
advertising and distribution, effec- 
tive July 1. Walter H. Norton, as- 
sistant general] manager of the 
footwear and general products 
division, succeeds Mr. White. 
Chester J. Noonan, general sales 
manager of the division, succeeds 
Mr. Norton. 


Vancouver Jr. Adclub Elects 
Robert A. Challenger, of Chal- 
lenger Cartographers, has been 
elected president of the Junior Ad- 
vertising and Sales Club of Van- 


couver. Other officers are: Dean — 


MacMurtry, Gestetner Co., vice- 
president; Gerald Harrison, Stan- 
dard Oil Co., treasurer, and Betty 
Hilton, Aluminum Co. of Canada, 
secretary. 


Graybar Promotes Henges 


W. E. Henges, Cleveland dis- 
trict manager for Graybar Elec- 
tric Co., New York, has been ap- 
pointed assistant to the president, 
effective Sept. 1. C. E. Kirkpatrick, 
manager of the company’s Mem- 
phis branch, has been named to 
succeed Mr. Henges in Cleveland. 


po pee 


LEADERS IN LITHOGRAPHY FCR MORE THAN A CENTURY 
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Four A’s Issues 
Code for Deals 
with Newspapers 


New York, June 26—A new 
statement of recommended prac- 
tices for agencies in dealing with 
newspapers was issued here today 
by the American Assn. of Adver- 
tising Agencies. It covered rates, 
merchandising cooperation, posi- 
tion and publicity. 

The recommendations: 

“RaTes—The agency is bound 
to obtair. the lowest rate avail- 
able for any class of advertising. 
However, efforts to force discrim- 
ination in rates are likely to re- 
sult in lowering the medium’s 
standing and make it less effec- 
tive for advertisers. 

“MERCHANDISING COOPERATION— 
An agency may properly accept any 
amount or kind of merchandising 
cooperation a newspaper volun- 
teers. However, it should not de- 
mand or encourage free services 
that are not a proper function of 
newspapers, or are in excess of 
what is generally regarded by 
newspapers as proper. 

“Merchandising costs unfairly 
shifted to publishers have a tend- 
ency to increase rates for all ad- 
vertisers whether they use such 
services or not. 


a “PosirIon—The agency is en- 
titled to expect a reasonable ef- 
fort on the part of newspapers to 
comply with all unpaid position 
requests which are not discrimina- 
tory in effect. The agency should 
request the kind of position serv- 
ice which it believes will produce 
the best results on each campaign 
or advertisement. 

“However, the agency should 
not expect newspapers to give paid 
positions at run of paper rates, and 
requests for premium positions 
should not be made a condition of 
r.0.p. orders. Insistence that a 
newspaper grant such positions or 
omit the advertising should be 
avoided. 

“PuBLIcITy—(A) Agencies fre- 
quently release publicity items of 
genuine news or editorial inter- 
est. Whether such items are printed 
should depend solely on the edi- 
torial judgment of the publisher. 

“Sound agency practice requires 
that the agency scrupulously re- 
frain from any act which could be 
deemed to be an attempt to influ- 
ence a publisher to print news or 
editorial items by a promise of ad- 
vertising. Including such items 
with orders for advertising could 
easily be misunderstood and 
deemed to be such an attempt. 

“(B) The agency should not ex- 
pect to place publicity which has 
no legitimate news, educational or 
editorial value. 

“On the other hand, the fact that 
a news item is submitted by an ad- 
vertising agency should not preju- 
dice its publication by a newspa- 
per on the basis of genuine news, 
educational or editorial value.” 


Tea Fund Reaches $1,600,000 


_ The tea industry fund for adver- 
tising and merchandising, admin- 
istered by the Tea Council, origi- 
nally set for $1,000,000, has now 
reached $1,600,000, Robert B. 
Smallwood, chairman of the coun- 
cil and president of Thomas J. Lip- 
ton Inc., has announced. The coun- 
cil’s promotion campaign started in 
May (AA, March 20). Leo Burnett 
Co., Chicago, is the agency. 


Red Star Yeast Ups Two 


James A. Kirkman Jr., general 
sales manager and director of ad- 
vertising, has been named exécu- 
tive director of sales and adver- 
tising of Red Star Yeast & Prod- 
ucts Co., Milwaukee. E. F. Carlson, 
director of sales, has been appoint- 
ed director of the branch products 
division, 


Pabst to Sponsor New Show 


Pabst Sales Co., Chicago, for 
Pabst Blue Ribbon beer, will spon- 
sor a new radio program, “The Blue 
Ribbon Sport of Kings,” to be 
carried Saturdays this summer 
over the NBC network, starting 
July 8. Don Ameche will emcee 
the show, to be heard from 4:30- 
5 p.m. CDST. 


Royer to Scripps-Howard 


Arnold Royer, formerly adver- 
tising director of the Post, Birm- 
ingham, Ala., has joined the staff 
of the Detroit office of Scripps- 
Howard Newspapers. He will re- 
place W. H. Metz, who has been 
transferred to the staff of the New 
York office. 


Vogue to Pendleton Agency 

Larry Pendleton & Associates, 
Los Angeles, has been appointed to 
handle advertising for Vogue Prod- 
ucts, Hollywood cosmetic manu- 
facturer. Consumer magazines will 
be used. 


Burton Joins Payne Firm 

Peter J. Burton, formerly news- 
paper consultant for Mergenthaler 
ie Co., has joined Payne. & 
Craig Corp., New York, dealer in 
printing equipment, as a special 
representative. Mr. Burton will be 
responsible for consulting services 
to newspapers. 


Columbia Promotes Neu 


William C. Neu, advertising pro- 
duction manager for Columbia 
Records, Bridgeport, Conn., has 
been sdvanced to sales promotion 
manayer. Robert Velde, previously 
with Zan Diamond Co., has been 
named art director of the com- 
pany. 


Stevens Joins Martin 

W. W. Stevens, formerly chief of 
the creative department of Emory 
Advertising Corp., Baltimore, has 
joined the public relations staff 
of Glenn L. Martin Co., Baltimore, 
manufacturer of military and com- 
mercial aircraft and equipment. 


in nationwide competition.* 


*Annual Industrial Marketing 
Editorial Achievement Competition, 
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Broadway, New York 1, N. Y. + MU 3-8700 _ 


‘‘We know the harm that can befall a region that 

on one crop, therefore this city is work- 
ing with farm organizations to balance farm pro- 
grams and help assure continued high income.”’ 


Such word from the top Kansas wheat county 
(1949 production, nearly 5 million bushels) is 
indicative of the interdependence of farm and 
town. Sumner County produces wheat, and yet 
it is climbing rapidly among the top 25 Kansas 
beef cattle counties. Wellington businessmen 
know that their continued good business de- 
pends on this balance. 


“Putting MEAT on the Wheat Belt!... 


‘“‘There’s more wheat grown in Sumner County than in any other 
Kansas county... but we're finding space to grow cattle, too,” 
says R. W. Eakins, Mgr. of the Wellington Chamber of Commerce. 


cy ~~ Oxtord 
WELLINGTON 
Gove 0 


The part which Kansas Farmer has played in 
solving that Kansas farm problem is the part of 
counselor and champion of better farming. Its 
influence is felt in every farm trading area 
because it knows Kansas agriculture and talks 
of nothing else. Kansas Farmer’s advertising 
influence is just as marked. Brand names have 
a place in Kansas farm buying habits. So when 
you’re looking for a way to cover Kansas, 
remember the unequalled prestige of Kansas 
Farmer. You get an audience that is willing to 
listen... believe... and BUY! 


THE BUSINESS PAPER OF KANSAS FARMERS 


Kansas Farmer, Editorial and Business Office, Topeka, Kansas 
Published by Capper Publications, largest agricultural press in the world. 
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Hudson Motor Appoints Two Los Angeles Adwomen Elect | Kellogg Maps Canadian Drive 


4s e a / Lowe Hudson Motor Car Co., Detroit, Mary E. Buchanan, assistant,| Kellogg Co. of Canada, London, 
C V eS Cre Dx has appointed Paul E. West as as- pats relations, Union Pacific Ont., will launch a campaign to 
Sard ——- © -. > by , -~ Sy eosted rere ae its raisin bran flakes in 

president. ore joining Hudson,| dent o ngeles vertising | Canada. Full- e color ads will b 
Federal Reserve F igures on Department Store Sales Mr. West was assistant general| Women Inc. Other officers are: used in solagevens sections Po 
manager of the Armstrong Fur-| Helen Edwards, Helen Edwards &| weekend papers, followed by b&w 
—i2|/nace Co., Columbus, O. W. H.| Staff, 1st vice-president; Ruth ads in major newspapers across the 
10| Thoreson, for the past four years Miller, A. M. Rothenburg & Asso- Dominion. Farm Papers also will 
—3| assistant export manager, has been | ciates, 2nd vice-president; Doria | be used. The Toronto office of 
10/named director of overseas opera-~ | Balli, TV Ads Inc., recording secre-/Kenyon & Eckhardt handles the 
16/ tions. In his new position, he will tary; Audrey Westco‘t, Western account. 


WASHINGTON, June 26—Depart- —l1 
ment store sales during the week 
ended June 17 were unusually 


strong. Volume was up 6%, as com- 


— oly 


—4 
3 
anf 
4 
_" 
pared with the ome week last re 7 = 33 | have tr | charge of the Hud-| Confectioner, corresponding secre- 
year, and total sales approached et Pe —7|80n export department, with re- tary, and Margaret Zoll, Dana 
the record for the week, set in at a . ; sponsibility for the development | Jones Co., treasurer. Starts Summer Junket Ads | 
1948. Gen Antonie 9 16 7/0f all foreign operations. ; A geen amer wempoles for : 
For the first time in many weeks, ee yaaa = 2 Hicks & Greist Names Two pe ane Pray te — | ene 
not a single district reporting to OAKANE oon, —? 3 —9|L€Qion Post Elects Rohits C. M. Halverson, formerly mer- tory, Toronto, is now running in ! 
the Federal Reserve Board regis-/ San Francisco... 5 —3 1} H. Warren Rohlfs, vice-presi- chandising manager of Lorentzen | Canadian newspapers. The ads will] ; 
tered a loss. New York broke even| Portland ......”” —9 —3 25/dent of F. A. Russo Inc., New| Hardware Mfg. Corp., has joined | run until the end of August, ap- 
Belt Lake —10 =612—s«16| York, - commercial photographer,|Hicks & Greist, New York, as pearing alternately with the reg- t 
DEPARTMENT STORE ubbatedlliaeemmmees — -6 ‘Tihas been elected commander of the account executive. Charles V.| ular daily newspapers campaign 
Revised Advertising Men’s Post 209 of the Skoog Jr. has been appointed copy | for Rennet dessert. McKim Adver- C 
wee SALES INDEX es *Data not available American Legion, New York. chief of the agency. tising, Toronto, is the agency. I 


1935.39 EQUALS 100 


| Week to June 17, 50*.p302 
|| Week to June 10, ’50*..302 
e| Week to June 18, '49*,.285 


'] Week to June 11, ’49*..288 
} Month of April, ’50*..p286 
1 Month of April, ’49*....295 


PPreliminary. 
a] “Not adjusted seasonally. 


GTeEL 


and Boston was up only 1%, but ee 2 / aS Pi blication 


the remainder of the 12 districts 
recorded substantial gains, oy! 
Greatest increases among the ‘ OHIO 
districts were reported by the : PENTON BUILDING CLEVELAND 13, 
Atlanta and Dallas areas, both of 
which were up 12%. Largest gains me 50 
among the cities were reported by ape June 8, 19 
Nashville (up 26%), Portland (up 
25%), and Dallas (up 23%). 
Gains were credited largely to 


MAIN |-8260 


intensified promotional selling, ie 
Father’s Day gift buying and tra- Hcg r 
ditional regional promotions like CE Mr. James N. Shryock, Managing Directo 
the “June white sales” in the St. — as Audit Bureau of Circulations 
Louis district. Sf . 123 North Wacker Drive 
* See wee wie age Chicago 6, Illinois 
Sere Sona of — os ; 
"UNITED STATES ...... = ss Dear Mr. Shryock: P 
Boston District .............. —9 Bureau o ; 
New Haven ....... —4 9 —4 member of the Audit 
Bost — STEEL has been & ble 
Springfield a 4 oa —ae since 1918. It is therefore wath considera | 
New York Distri . x ecliates that we now submit our resignation. | 
Buffalo St ' tial 
New York : We do so because of our sincere pee eee fsa 4 | 
Philadeiphie Disirici’ —y “S$ audit of circulation no longer adequa > Fi gives a misconception | 
Philadelphia an - ae le business paper space and in actual prac | 
Akron en , ae u 3 of the advertising values of STEEL. 
Cleveland ‘4 and their agencies have long recognized the need 5 | 
Toledo ......... 1 9 Advertisers f business papers. 
Pittsburgh 6 an AND ondit of ee ceeeiaed mpeoific requests for complete audits | 
Richmond District 9 4 NIAA the AAAA have voice fu augment 
a a F all masher peulheatias widell, Atle ra ein po fe 0 
“Birmingham Yak paid circulation with selective controlle 7 | 
MAIL He plants. i 
New Orleans. —4 0 jon but only two- 8s 
sapiens total distribut ’ 
Chleage Disiric rie Dues tO Ae ae tution de being audited. After nearly twenty years 
SEIN. \aichessntnesesscsscossane 6 of that distribution is being free distribution we can 
aed “ 1 e with a combined paid and fre they are properly 
Milwaukee 8 experienc f both so long as y 


St. Louis District 


appreciate the effectiveness 0 | 
Little Rock .... 


controlled. 


— 
oe ee 
St AeeesanownesSanoualsS 


Louisville ....... —1 15 
St. Louis . —s -3 formance of each 
eeihiiiacaes ue tant that the full per 

PE awl District ..... xy vii But it is extremely impor sade to give the advertiser 4 | 
) —elceemalieer BRE publication's megpeage rag cetaen ei ae Warten to taeda Sper 

uluth-Su © ‘Mis —_ e 
Kansas City Distre hos pos > complete picture o 

HTD. <tnstinsthoovessentnccsoosns —6 3 


to supply adver- 
the initiative two years ago 
That's why we took ae of our total distribution to pn tune 

cwaptne ted uedlry two audit statements are con ng 


the partial ABC audit. However, 
and inconvenient. 


NATURAL COLOR POST CARDS 


e the perfect direct mail medium : ; to 
‘ hen ABC asked us 
* every type of business can use ; : That's also why we readily payee’, Mee® per distribution. We 
these 4-color reproductions. 2 participate in a test audit of S 
AS LOW AS 1 s¢ each. Ay : | 
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Gluek Brewing Opens Largest Campaign 


MINNEAPOLIS, June 27—Gluek 
Brewing Co.’s 1950 advertising 
program is the most extensive in 
the concern’s 93 years, and has 
put to use many media—newspa- 
pers, car cards, television, outdoor 
and point of sale. 

Highlighting the campaign is 
announcement of Gluek’s new 
metal foil bottle label, and pack- 
aging in clear-glass bottles for 
Gluek’s Strong. The Gluek prod- 
ucts are now Strong, Regular and 
Stite, the latter a malt liquor ori- 
ginated by the brewery a few 
years ago. 

Although the basic beer terri- 
tory for Gluek is confined to five 
midwestern states (Minnesota, 
Iowa, Wisconsin, North Dakota 


and South Dakota), Stite is being 
advanced to Indianapolis, south 
through Kansas and Missouri, and 
west to Cheyenne, Wyo. 


= In the new territories, Stite is 
being ballyhooed with large news- 
paper color space and smaller b&w 
ads. A radio schedule is also fol- 
lowed, using sports and musical 
shows. . 

Advertising of the regular beer 
in present markets employs 24- 
sheet and painted posters, as well 
as car and bus cards, to introduce 
the new label and packaging of all 
three Gluek bottles. 

Gluek’s agency is Vance Pidgeon 
& Associates, Minneapolis. 


Women’s Adclub Elects 


Dorothy Carr, director of radio 
and television continuity for sta- 
tions WMAL and WMAL-TV, has 
been elected president of the 
Women’s Advertising Club of 
Washington. Other officers are: 
Edna Holstrom, Advertising Inc., 
vice-president; Jean Osgood, Na- 
tional Association of Food Chains, 
recording secretary and historian; 
Ruth Cotting, Welcome Wagon 
Service Co., corresponding secre- 
tary, and Mrs. Violet Dudley, Mer- 
cury Press, treasurer. 


Sullivan Joins Hilton 


Brenden Sullivan, formerly ad- 
vertising and sales promotion su- 
pervisor of the chemical depart- 
ment of General Electric Co., has 
joined the industrial division of 

eter Hilton Inc., New York, as 
an account executive. 


Announces Griswold Award 


The Committee on Women in 
Public Relations has announced a 
$300 scholarship award in memo- 
ry of the late Glenn Griswold, 
founder and publisher of Public 
Relations News. The award will 
be given to an outstanding high 
school student graduating this year 
who has been active in Junior 
Achievement, an organization in 
which Mr. Griswold was particu- 
larly interested. 


Milwaukee Marketers Elect 


The Milwaukee Industrial Mar- 
keting Association has elected Nor- 
man H. Jacobson, Allis-Chalmers 
Mfg. Co., as president. Other of- 
ficers are: E. M. Heuston, Bucy- 
rus~-Erie Co., vice-president; Ro- 
bert M. Darr, Wetzel Brothers, 
secretary; and Paul S. Godfrey, 
Cramer-Krasselt Co., treasurer. 
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‘Tax Teller Coins’ 
Will Be Distributed 
Via Gas Stations 


New York, June 27—As part of 
its campaign to tell the public 
about the added cost of gasoline 
taxes, the American petroleum in- 
dustries committee of the Amer- 
ican Petroleum Institute plans to 
distribute more than 75,000,000 
“tax teller coins” throughout the 
nation. 

The coins, red-and-white card- 
board discs, 1” in diameter, carry 
the message, “You pay a gas tax 
of 7%¢ on every gallon,” while 
the reverse side says, “This tax 
adds heavily to your gasoline cost.” 
The amount of the tax is changed 
according to the state the coins are 
being sent to. 

They will be sold at cost to 150 
companies marketing gasoline, at 
the price of $1.05 per thousand. 
The companies will then distribute 
the coins to their retail outlets, 


‘where the public will receive them 


with their change when they buy 
gas. 

In tests conducted in representa- 
tive areas, the coins were well re- 
ceived by dealers, who asked for 
more and told of their effective- 
ness. They said that most cus- 
tomers were surprised at the cost 
of the tax. Many customers re- 
quested extra coins to take home 
to their children for use as play 
money. 


Mary Lewis Launches 
Consulting Service 


Mary Lewis, former vice-presi- 
dent and advertising director of 
Best & Co., has opened her own 
office as Mary Lewis Associates, 
270 Park Ave., New York, to pro- 
vide a consulting service for de- 
velopment, merchandising and 
promotion from the woman’s an- 


gle. 

Associated with Miss Lewis are 
Elinor McVickar, formerly beauty 
editor of Harper’s Bazaar, and 
Violet Jeffrey, previously fashion 
merchandiser for William H. Block 
Co. and last with Miss Lewis’ 
women’s shops. 


Studies Farm News on Radio 


The Production and Marketing 
Administration, U. S. Department 
of Agriculture, in its annual survey 
of the extent of radio use of mar- 
ket news and the adequacy of such 
service to farmers, reports that 
more than half the radio stations 
in the Northeast broadcast farm 
market news reports regularly. The 
survey covered the 12 northeastern 
states and the District of Columbia. 
Dairy and poultry market reports 
are the most popular. Stations re- 
ported broadcasting farm market 
news at virtually all hours of their 
program day, beginning in the 
early morning and continuing on 
into the evening hours. 


Will Produce TV Shows 


A new television package pro- 
ducing concern, William Winter 
Productions, is located at 26 O’Far- 
rell St., San Francisco. Principals 
are William Winter, Lee Giroux 
and Sam Friedman. 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars to 
spend! If you have food, drinks, cos- 
metics, liquor or any other products 
to sell, the best way to reach the Ne- 
gro is through the Negro papers and 
magazines he reads with interest and 
confidence. Advertising in these pa- 
pers pays big dividends, for the Amer- 
ican Negro is the most loyal customer 
in the world. For full information of 
this great market, 
Interstate United Newspapers, Inc., 545 


NOTE: We now have facts compiled by the 
* Research Co. of America on brand 
preferences of Negroes from coast to coast, 


the only study of its kind ever made. Write now 
for this free information. 
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GETS 14 


a year. 


about results: 


OF $20,000 JOB... 


Like a great many people, this man in Cincinnati 
decided he would like a better job. Unlike most 
people, he wanted one which paid at least $20,000 
SO, he placed a classified ad in the 
“Advertising Market Place” columns of AD- 
VERTISING AGE. And here’s what he said 


“Though my ad fairly screamed at least $20,000 
I have so far had 14 legitimate answers. 
are all from blue ribbon agencies in New York, 
Chicago, Cleveland, Milwaukee, etc., and the 
replies are still coming in.” 

If you are looking for a position, or for a man 

to fill one — if you have anything to buy or sell 
in advertising — the “Advertising Market Place” 
in ADVERTISING AGE is the most resultful 
place to tell your story. 


OFFERS 


These 


Information for Advertisers 


No, 3654, Farm Market in the Da- 
kotas Analyzed. 

Crop, livestock and income data 
on the Dakotas and comparison of 
the market with other states are 
presented in this new study, “1950 
Dakota Wealth Story.” It is offered 
by the Dakota Farmer, Aberdeen, 
S. D. 


No. 3656. Merchandising Calendar 

Analyzes Chain Grocery Sales. 

This “Chain Grocery Merchan- 
dising Calendar” studies sales of 
11 grocery chains throughout the 
country. Featured merchandise 
items, themes for newspaper ad- 
vertising and special sales, and 
charts on sales and profits are 
shown. The calendar is offered by 
Chain Store Age Grocery Editions. 


3657. Institutional Market 
for Fire Fighting Equipment. 

“The Institutional Market for 
Fire Prevention and Fire Fighting 
Equipment” is estimated to com- 
prise 550,000 buildings, this study 
by Institutions shows. Fire losses 
aud causes also are shown. 


No. 


No. 3658. Study of Radio Audience 

in Central South Market. 

County and city data on radio 
audiences and radio families in the 
Central South market served by 
WSM, Nashville, are mapped and 
tabulated in this Broadcast Mea- 
surement Bureau report. The maps 
and study are offered by WSM. 
Title is “WSM BMB Station Au- 
dience Report and Maps, Study No. 
» Hee 


No. 3661. Michigan Manufacturers 
Listed. 

Names of major executives as 
well as products and addresses of 
Michigan plants are listed in this 
new “Directory of Michigan Manu- 
facturers.” Number of employes, 
export information, alphabetical 
listings, and a map showing coun- 
ties and county seats are also in- 
cluded. The directory is offered by 


Michigan Manufacturers and Fi- 
nancial Record. 


No. 3659. Planning Guide for New 
Product Publicity. 

How to prepare effective copy 
and photos for obtaining new prod- 
uct publicity is explained in this 
four-page guide offered by Indus- 
trial Equipment News. Title is 
“IEN’s Information Work Sheet for 
New Product Publicity.” 


No. 3660. Study of Construction 
Outlook. 

“Some Observations on the Con- 
struction Outlook” analyzes factors 
that inay be expected to guide con- 
struction activity 
range ahead.” The booklet is of- 
fered by F. W. Dodge Corp., New 
York. 


No. 3662. Point of Purchase Dis- 
play Aids. 

How to increase interest at the 
point of purchase with aluminum 
dids is shown in this folder. It is 
entitled “Your Product Will Sell 
Better If Your Prospect Sees It at 
the Point of Purchase,” and is of- 
fered by Arlington Aluminum Co., 
Detroit. 


No. 3664. Analysis of Radio Cover- 
age in East. 

Day and night radio audiences in 
counties from Maine to North Car- 
olina are mapped and tabulated 
in this coverage study offered by 
WOR, New York. Title is “WOR 
Is Pleased to Present the Most 
Startling Series of Statements Ever 
Issued by an American Radio Sta- 
tion.” 


No. 3665. Skiers’ Market Studied. 


“The First National Survey of 
U. S. Skiers” is a market analysis 
of spending habits, income, travel, 
alcoholic beverage and smoking 
preferences, ski experience and 
vacation plans of skiers. It is of- 
fered by Ski Magazine. 


Note: Inquiries for items listed above will not be serviced beyond Aug. 14. 


USE COUPON TO OBTAIN INFORMATION 


—please print or type) 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IU. 


Please send me the following (insert number of each item wanted 


NAME TITLE 
COMPANY 

ADDRESS 

CITY & ZONE STATE | 


weraal 


HELP WANTED 


HELP WANTED 


pa gene Bee to 40 years old—experien- 
in and capable of writing down-to- 
earth selling copy on steel products sold 
both to consumer and industrial fields— 
location Missouri—salary $3600 to 


Box 3222, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


$4800.| TRIANGLE EMPLOYMENT 
Write fully in confidence, send samples,/|202 s. St. 


Desirable openings for 

rienced Agency Personnel 
PY-ART-PRODUCTION-MEDIA 
Ask for ELINOR KENT 

Ha 17-6520 
State Rm, 412 Chicago 


POSITIONS WANTED 


Ex 
for C 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 


PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 
ASSISTANT 


SALES PROMOTION MANAGER 
Large, .fast-growing building material 
manufacturer wants aggressive man to 
carry through display, show, mail and 
publicity types of promotion. sw ex- 
perienced colle man under 35. Send 
background and qualifications. Reply 

Box 3224, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

nth 


Editorial Assistant.............000000+« $350 mo 
Manufacturing, Building Field 
GEORGE WILLIAMS—PERSONNEL 

209 S. State St. Ha 17-2073 Chicago 


ART DIRECTOR for 15-year old agency, 
medium sized city on Atlantic seaboard. 
Good at roughs and finishes—excellent 
typographer. Must have good background 
in retail, national, and direct mail. Le 
job. Salary up to $7500. Replies held in 
strict confidence. 
Box 3227, ADVERTISING AGE 
ll E. 47th St., New York 17, N. Y. 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising. Advertis- 
ing, Sales Promotion and Management. 
**AND** 


Writers, Publicity. Public Relations, Me- 
dia Art and Production talent. 

THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, Ill. 


EDITOR—irade paper has unusual oppor- 
tunity for young man (under 37) experi- 
enced in méchanics of magazine produc- 
tion, ordering engravings, types, dummy- 
ing, proofreading, laying out book from 
form sheets, working with letter press 
printer. Editorial layout ability helpful. 
Must handle upwards of 60 editorial pages 
monthly. Give full details, age, experi- 
ence, salary, etc. 
Box 3228, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


AVAILABLE SOON—Production manager, 
editor or reporter for magazine or house 
organ, Chicago area, Experienced. M. 
in Journalism. 

Box 3220, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
ART DIRECTOR—Desires agency connec- 
tion. All-around exp. including TV. Now 
with men of international reputation. 

Box 3221, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ACE COPY WRITER, now doing spectacu- 
larly successful job and with long record 
of important and highly effective work, 
will start for $7800. 

Box 3223, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, 

A8SS’T. ACCOUNT EXECUTIVE 
College grad, 26, 3 years space 
client contact experience. 

Box VERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
EDITOR—30, coll. grad., English maj. 2 
yr. adv., 3 yr. Ed. Trade Directory. Art- 
icles publ. Wants H. O., asst. mag. ed. 
Now publicity hd. of college grad club. 

Box 3226, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADV. AND/OR PROMOTION—Chgo lead- 
ing farm & n. p. rep seeks to = proven 
writing ability & contact exp work in 
creative-admin field. Asst or prod mgr 
job ideal. 2% yrs with patinees. 32 
air force pub rel exp. Mo. U. grad, 27, 
married. Can relocate. $4800. 
Box 3229, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
OUTSTANDING BUSINESS PAPER 
EDITOR AVAILABLE 
Due to an unforseen change in publishing 
plans, we unfortunately are no longer 
able to offer this merchandising magazine 
editor an opportunity commensurate with 
his abilities. He is a top-flight man in 
every respect; 15 yrs. experience with 
record of prize-winning performance. 
Box 3231, ADVERTISING AGE 
li E. 47th St., New York 17, N. Y. 


MANAGING EDITOR. For major new 
merchandising publication. Must be thor- 
oughly versed in coordinating and direct- 
ing sizeable staff plus large network of 
correspondents. 

Experience and high skill in make-up, re- 
writing and copy-fitting are essential. 
Position affords good starting salary and 
splendid future. Please submit full par- 
ticulars in writing. All replies confiden- 


Box 3230, ADVERTISING AGE 
11 E. 47th 'st., New York 17, N. Y. 


“in the long | tial. 


MISCELLANEOUS 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 
John Andrews 1504 Dodge, Omaha, Nebr. 
OFFSET CUTOUTS. Most complete serv- 
ice in U. S. Just published—Offset Scrap- 
boo: 7, 950 reproduction proofs of pro- 
motional headings, catch words and art 
panels, only $3.00 postpaid. Literature 
=> A. A. ARCHBOLD, Publisher 1209- 
S. Lake St., Los Angeles 6, Calif. 


WANTED — SMART AD GAL 


Progressive New York food manufacturer 
seeks individual to serve immediately as 
one-gal advertising department and ulti- 
mately to grow into full-fledged advertising 
managership. Should know typing, have a 
little advertising background and working 
knowledge of agency relationships; writing 
ability helpful. Westchester resident pre- 
ferred. Real opportunity for somebody's 
assistant ready to go places. Modest start- 
ing wage but it will grow. Write background 
and salary requirements to 


Box 7651, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


EDITOR 


. » » to take command of important 
new riodical scheduled for Jan- 


uary launching by one of nation’s 

foremost business paper publishers. 

Apgroeat must be thoroughly ve 

in all phases of both hard and soft 
+. merchandis: = = level. 
e must be ima - 

sive, a facile == ter, ° ‘i er, 

an able organize 


Position offers substantial salary, an 

impressive career, plus opening 

gor" pe potential. Your w aw ao. 
— heed will be h held in 


Box nol ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Bennett Publishes 
Handbook for Novice 
Commercial Artists 


Peoria, ILL., June 28—Charles A. 
Bennett Co. has published a new 
handbook for the novice commer- 
cial artist, summarizing the work 
involved in handling design and 
advertising problems. 

The volume, “Design for Print- 
ing,” by John Brinkley, was orig- 
inally published in England, but 
readers will find much of the ma- 
terial equally applicable to condi- 
tions in the U. S. 

The opening section of the book 
is devoted to descriptions of the 
duties of personnel in the agency, 
the art studio and the print shop. 


= Beginners are shown how they 
may enter each organization and 
are given a list of job requirements 
for the agency, studio or plant art- 
ist and the future possibilities of 
each. 

Mechanical processes involved in 
art for print are defined and ex- 
plained in the second portion of the 
volume. Mr. Brinkley’s object is to 
sketch the limitations of reproduc- 


tion media and the adaptations re-|N, J 


quired of the artist. 

Also included are discussions of 
layout; types of printing plates and 
the problems which they present to 
the artist; and explanations of the 
various types of printing processes. 
The price is $3.95. 


Oldsmobile to Use New Spots 


The Oldsmobile Division, Gen- 
eral Motors Corp., has signed con- 
tracts with Jerry Fairbanks Stu- 
dios, Hollywood, to produce a se- 
ries of 18 radio and 10 video an- 
nouncements. Featuring top Hol- 
lywood names, the commercials 
are slated for television and radio 
this fall. D. P. Brother & Co., De- 
troit, is the agency. 


Whiting Names Edelmuth V. P. 


D. L. Edelmuth, formerly execu- 
tive vice-president of Thayer Inc., 
has been appointed vice-president 
nd general sales manager of Whit- 
ing Appliance Co., a division of 
Baltimore Porcelain Steel Corp. 
His headquarters will be in Balti- 
more. 


To Advertest Research 

Joan Law Eishop, formerly with 
Foote, Cone & Belding, Chicago, 
has been named manager of the 
television sales department of Ad- 
vertest Research, New B: 


and dent, 


‘|ware Age. 
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‘IM’ Editorial 
Awards Go to 40 
Business Papers 


Los ANGELEs, June 29—The 
largest and “toughest” panel of 
judges in 12 years awarded 50 
prizes to business publications for 
outstanding editorial achievement 


A.|in Industrial Marketing’s 12th an- 


nual editorial competition. 

The awards, 13 first-place 
plaques and 37 certificates of 
merit, were presented to editors 
of 40 business paper winners 
at a luncheon session of the 
National Industrial Advertisers 
Assn.’s 28th annual convention. 
The awards were made by Wil- 
liam A. Marsteller, vice-presi- 
Rockwell Mfg. Co., Pitts- 
burgh, who also served as one of 
the judges. 

Winners were: 

INDUSTRIAL PAPERS 

For best series of articles: plaque to 
Factory Management & Maintenance. Cer- 
tificates to Oil & Gas Journal; Steel; 
Kansas Construction Magazine. 

For best single article: plaque to Mill 
& Factory. Certificates to Electrical Con- 
struction & Maintenance; Steel; Textile 


mo. | World. 


For best single issue: plaque to Archi- 
tectural Forum. Certificates to Electrical 
World; Machine Design; Modern Rail- 
~ a Construction Equipment & Meth- 


For best graphic presentation: plaque 
to Architectural Forum. Certificates to 
Electrical Manufacturing; Machine De- 
sign; Railway Age. 

For best original research: plaque to 
Iron Age. Certificates to Railway Age; 
Steel. 


MERCHANDISING, TRADE, EXPORT 
PAPERS 

For best series of articles: Chain Store 
Age. Certificates to Electrical Dealer; 
Esquire’s Apparel Arts. 

For best single article: plaque to Hard- 
Certificates to Esquire’s Ap- 
parel Arts; Sporting Goods Dealer. 

For best single issue: plaque to Electri- 
cal Merchandising. Certificates to Hosiery 
& Underwear Review; Voluntary & Co- 
operative Groups Magazine. 

For best graphic presentation: no 
plaque awarded. Certificates to Cosmetics 
& Toiletries; Domestic Engineering; Mar- 
keting; Modern Packaging. 

For best original research: plaque to 
Motor Service. Certificates to Automotive 
News; Notion and Novelty Review. 

Special award: certificate to Domestic 
Engineering. 

CLASS, INSTITUTIONAL, PROFESSION- 
AL PAPERS 

For best series of articles: plaque to 
Institutions Magazine. Certificates to Ex- 
cavating Engineer; Tourist Court Journal. 

For best single article: plaque to Inter- 
iors. Certificates to American Druggist; 
Physics Today. 

For best single issue: plaque to Avia- 
tion Operations. Certificates to American 
Druggist; Hotel Management. 

For best graphic presentation: plaque to 
Physics Today. Certificates to American 
Druggist; Journal of Accountancy; NEA 
Journal. 

The judges ruled that no entries in the 
best original research classification mer- 
ited plaque or certificate awards. 


a Judges of the contest, in addi- 
tion to Mr. Marsteller, were Ar- 
thur R. Tofte, Allis-Chalmers Mfg. 
Co.; H. W. Stoetzel, Glenn, Jordan 
& Stoetzel; N. D. Buehling, Fen- 
sholt Co.; Wendell E. Ray, Inter- 
national Harvester Co.; Henry M. 
Coen, Link-Belt Co.; L. C. Koenig, 
Lindberg Engineering Co.; Harvey 
S. Pardee, Harvey S. Pardee & As- 
sociates; Alexander Rogers, Libby, 
McNeill & Libby. 

R. K. MacDougal, Young & Ru- 
bicam; David G. Watrous, Parker 
Pen Co.; C. W. Mulaney, Walgreen 
Co.; Allan D. Parsons, Allan D. 
Parsons Advertising; John L. Scott, 
G. D. Searle & Co.; Seymour Mintz, 
Admiral Corp.; Charles S. Downs, 
Abbott Laboratories; Stan Ekman, 
illustrator; Norman W. Forgue, 
Norman Press; Dan E. Smith, Poole 
Bros.; and Elmer H. Vogel, Kling 
Studios. 


Nabisco Promotes Bickmore 
National Biscuit Co., New York, 
has appointed Lee:S. Bickmore as 
vice-president in charge of sales. 
Mr. Bickmore was previously as- 
sistant to Warren S. Warner, whom 


ck, ~ succeeds. Mr. Warner has re- 
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Along the Media Path 


ec 


e The McDuffie Progress, Thom- 
son, Ga., on June 15 published an 
88-page progress edition, contain- 
ing historical data and informa- 
tion on the surrounding territory, 
its people and industry. 


e Popular Mechanics recently pre- 
sented some 1,250 dozen eggs to ad- 
vertising agency and advertising 
personnel in Chicago to promote 
the publication’s advertising slo- 
gan: “The best man in every dozen 
reais PM.” The eggs were deliv- 
ered by models from a local agen- 
cy. Specially printed egg cartons 
informed the recipient that he was 
getting a dozen eggs, but that 
Popular Mechanics was the best 
“egg” market-wise. 

A similar promotion in Cleve- 
land a month earlier, in which 
about 250 dozen eggs were given 
away, had been so successful that 
PM decided to try it on a larger 
scale in Chicago. No further pro- 
motions are planned at present. 


e The American Weekly last week 
held the first showings of its new 
presentation, “The Dynamic Fif- 
ties,’ which deals with today’s 
greatly expanded market, the in- 
creased incomes of new families 
and the opportunity they offer to 
manufacturers. The first three of 
eight preview showings were held 
in New York for heads of agen- 
cies. The other five previews will 
be held the week of July 10. 


e Because the Arkansas Democrat 
of Little Rock put out a giant 224- 
page progress edition this year, 
setting a new Arkansas record, the 
Camden News only claims second 
place for its 136-page issue of 
June 11, 

But officials of the Camden pa- 
per are proud of the fact that their 
mid-century, 50-years-of-progress 
edition was larger than a Camden 
News edition of two years ago, 
which contained 128 pages 
and set a state record. The June 
11 paper carried 210,182 lines of 
advertising, including 40 full-page 
ads. 


e “Around the Clock, Down the 
Line, All Across the Board” is the 
title of a new 16-page booklet is- 
sued by Time. The booklet con- 
tains data on advertising results 
achieved by A. & M. Karagheusian 
Inc., how the company designed 
its campaign to reach three objec- 
tives, and the part which Time 
played in reaching the goals. 


e From March 1 to June 1, the 
number of national and regional 
advertisers using Transit Radio 
increased from 78 to 88, and the 
number of local advertisers rose 


from 311 to 388, according to Frank 
E. Pellegrin, vice-president in 
charge of Transit Radio sales. 
Among the new clients are Best 
Foods Co., Griffin Mfg. Co. (shoe 
polish), Hall Bros. Inc. (greeting 
cards), Murine Co., Pequot Mills 
and Helene Curtis Industries. 


e@ On June 18, the Journal, Port- 
land, Ore., published the first of 
a projected annual series of “Va- 
cation & Travel” special tabloid 
magazine sections. The special sec- 
tion carried 805%” of advertising, 
754” of which were placed by Ore- 
gon resorts. 


e The St. Louis Post-Dispatch tel- 
evision station, KSD-TV, has in- 
stalled a laboratory for develop- 
ing motion picture films of spot 
news events, so that movies can be 
telecast within three hours after 
arriving at the studio. The station 
formerly shipped its films to Chi- 
cago for processing. 


e More than 8,000 sporting goods 
dealers, jobbers and department 
stores with sporting goods depart- 
ments have received the first is- 
sue of the new Outdoorsman 
“Dealer Bulletin,” which previews 
the advertising of dealer-sold prod- 
ucts being advertised in the forth- 
coming issue of the publication 
and describes the available tie- 
in material. 


e The Chicago Tribune has added 
a new feature for camera fans 
titled: “Behind the Camera.” It is 
edited by Robert L. McIntyre, 
technical editor of Popular Photo- 
graphy. 


e A 62-page picture supplement 
designed to combat the seasonal 
advertising doldrums is planned 
for this summer by the Press-Jour- 
nal, Wilmington, Cal. 


e Guests appearing on Des Moines 
disc jockey Don Bell’s KRNT show 
who get themselves in impossible 
situations or perform outstanding 
feats of humor will receive “The 
Lavender Cross of the Royal Order 
of the Purple Bloopert, with the 
Official Tic-Tac-Toe Seal.” 

A “Bloopert,” (the word was 
coined by Mr. Bell) is “anything 
that’s nothing, or both.” The sta- 
tion ran a contest to find the most 
nondescript, unintelligible possible 
object, which was then designated 
as the official “Bloopert.” As an 
audience building gimmick, the 
contest worked wonders. 


e A technical version of the Al- 
fred Politz survey, “A National 
Study of Coronet Household Char- 


cakes to more than 500 advertisers and agencies, and its special May anniversary 

issue carried articles on the progress which has been made in dentistry and dental 

materials in the past quarter-century. The publication, which specializes in brief 

articles on techniques and other practical information which can be applied directly 
in operating room and office, now has a circulation of about 75,000. 


acteristics,” for use by research 
departments of advertisers and 
agencies, now is available from 
the marketing research manager of 
Coronet, New York. 


@ The New York World-Telegram 
& Sun has issued a “Progress Re- 
port to Advertisers” on display 
advertising linage gains for the 
first five months of 1950, as com- 
pared with the same period last 
year. 


e Station KFRO, Longview, Tex., 
is distributing picture post cards 
of the station to local civic groups 
and visitors to the station’s stu- 
dios. The cards, suitable for mail- 
ing, carry a brief history of the 
station, broadcast frequency, ABC 
network affiliation and power on 
the reverse side. 


American Steel & Wire 
Promotes Wilmer Cordes 


Wilmer H. Cor- 
des, who started 
as a messenger in 
American Steel & 
Wire Co.’s Chica- 
go sales office, 
has been appoint- 
ed general sales 
staff manager 
with headquar- 
ters in Cleveland. 
Mr. Cordes for- 
merly has been 
manager of mar- 
ket development and advertising in 
Cleveland. 


Shaw Moves Offices 

Shaw Publications Inc., pub- 
lisher of My Baby and Shaw’s 
Market News, has moved to 53 E. 
34th St., New York. 


Wilmer Cordes 


Royal Names Hamala 

Royal Vacuum Cleaner Co., 
Cleveland, has appointed Edwin 
A. Hamala as assistant sales man- 
ager. 


Universal Plans Campaign 


Universal International Pictures 
will spend approximately $250,000 
this summer to promote “Win- 
chester 73,” a western starring 
Jimmy Stewart. Television will be 
used in the campaign, plus half- 
page ads in tabloids and 1,500-line 
ads in regular papers covering 73 
cities. Newspaper promotion, 
scheduled to break July 9, will be 
confined to Sunday editions and 
Sunday magazine supplements. A 
full-page ad in July 3 Life and in- 
sertions in movie magazines are 
being used. Monroe Greenthal Co., 
Universal City, Cal., is handling 
the account. 


Dunlop Ups Sidney Parkes 

Sidney Parkes, formerly On- 
tario branch sales manager, has 
been named sales manager of the 
industrial rubber products divi- 
sion of Dunlop Tire & Rubber 
Goods Co., Toronto. 


‘Books for You.’ 
Consumer Magazine, 


Planned for Dealers 


New York, June 27—Book pub- 
lishers will have a new paper 
available for display advertising 
beginning in September, when the 
Radon Publishing Organization 
brings out its new monthly con- 
sumer publication, Books for You. 

Designed to increase book sales 
for local retailers and book stores, 
Books for You will cost the dealers 
3¢ per copy, and will be sold to the 
consumer for 10¢ an issue. The 
tabloid-size paper will run 32 
pages or more, and will have the 
retail store’s name at the top of the 
front page. 

Advertising will be limited to 
display only for book publishers; 
no book club or mail order ads will 
be accepted. A one-time b&w page 
will cost $1,000, based on a min- 
imum guaranteed circulation of 
500,000. 


® In addition, dealers will be sup- 
plied with window and counter 
displays, newspaper mats, radio 
and newsreel tie-ins, information 
service on hard-to-find books, and 
a special order service. 

Besides the regular edition, a 
special eight-page book review 
devoted entirely to juvenile books 
will be issued monthly and sold to 
retailers at a cost of 1¢ a copy. 

The regular edition of Books for 
You will contain illustrated pic- 
tures of outstanding authors, book 
jackets, drawings and reviews. 


Appoints McBee V. P. 


Avery McBee has been named 
vice-president of Hill & Knowlton, 
New York public relations coun- 
sel. He was previously manager of 
by & Honolulu office of N. W. Ayer 

nm. 
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Advertising agencies, publishers and printers, are.cutting their 
photo-engraving costs in half by using our complete photo- 


engraving service. 


How we do it is no secret! We simply make cuts and plates 
WITHOUT THE FRILLS but at no sacrifice to. quality" We have 
no salesman‘s commissions to pay, no fancy- Ze 
yy . . just good work done sensibly by — 

x “ganging-up” lots of small orders. These savings are passed 


we do no 3-hour jobs « 


a on directly to you. ? 

a Our minimum price for a zine cut, line or halftone, 

rs ‘or unmounted, is only $1.95; approximately Ye the cost 

‘ charged by most engravers. i 
Prices are based on a graduated square inch basis« For ex- ” 


as usually save up to 50%. 


9 
How do we — 


ample, 1 to 4 square inches costs $1.95, 4 to_5 costs $2.05, 
etc. Over 39 square inches, charge is a flat 10¢ per square 
inch. On more complex jobs such as: Benday, outline, mor- 
tises, combination, reverse, vignette, drop-out, magnesium, 
ete., prices are proportionately low. On complex jobs you 


You will be amazed at the beauty of our 4-color process plate 

work! Our rates for this work are about % of standard scale. 

On all but the most complicated jobs we have 24-hour service. 

We do not charge extra for night shop work but on. special 

RUSH-RUSH jobs there is a 25% extra charge. 

hs In spite of our very low rates we make no charge for wrapping 

and shipping plates parcel post anywhere in the United 

¥ States, For faster shipping methods we charge only our cost. 
A 25c delivery charge is made on orders of $5.00 or less, On 
qualified accounts of $100.00 or over per 
be extended; otherwise jobs are sent c.o.d. 
Write for our handy price chart today. Learn how easy it is to 

‘save hundreds of dollars per year in your photo-engraving. 
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Finds ‘Youthtul Critics’ 
At API ‘Mildly Amusing’ 

To the Editor: The Creative 
Man’s comment on the Globe- 
Wernicke ad in your issue of June 
5, in which he takes the ad to 
task for use of a bit of whimsy 
(one man’s whimsy is another 
man’s itch), overlooks the fact 
that few people function as ef- 
ficiently as Capek’s robots. 

This is an imperfect world, ex- 
cept to those who came to work 
last week and who view every- 
thing with dewy eyes. An office 
manager who remembers ten thou- 
sand weary ads, each of which pro- 
mised him heaven on earth, may 
be pardoned if he suffers an oc- 
casional attack of jaundice. This 
is no refutation of “Old Man Spe- 
cific.” Rather it is an attempt to 
catch the eye, to sugar-coat the 
hard pill of the factual. 


* 
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FARM and RANCH PUBLISHING COMPANY 


Nashville, Tennessee ~ Dallas Texas 


This y tet ms is a reader’s forum. Letters are welcome. 


I have always been mildly 
amused at the vigorous young 
critics who nest at Advertising 
Publications Inc. In the very na- 
ture of things their criticisms in 
ADVERTISING AGE and Industrial 
Marketing are superficial. They 
can have no knowledge of the two 
most important factors in the use 
of advertising: (1) the objective 
of the campaign, which may be 
anything but apparent from the 
ads (a fact which they never, never 
learn and indeed resist briskly) 
and (2) the real results obtained. 

I suspect that the critics must be 
pleasantly youthful, at least in 
their thinking. Maturity usually 
brings with it a healthy doubt of 
one’s own omniscience. 

~ Howarp B. THOMPsoN, 
Cincinnati. 

Mr. Thompson’s comments are 
cogent, and of course, correct. No 
one can fairly and accurately judge 
any advertising without a full 
knowledge of all the facts. The 
critics who “nest” here perform 
a useful function in pointing out 
basic fundamentals. We do not 
provide them with halos. 


Another Ember on CM's Head 

To the Editor: I am impelled to 
heap another ember on The Crea- 
tive Man’s head. In the June 5 is- 
sue, he is so darned creative that he 
creates his own definitions, to 
wit: 

“In The Corner’s opinion, this ad 
would be more receptive to busi- 
ness men if it gave them credit...” 

According to most dictionaries, 
“receptive” is defined: “Able or 
inclined to receive.” Hasn’t he got 
the horse facing the wrong way? 

H. H. Terry, 
Zonite Products Corp., New 
York. 


Cites a Case of ‘Pull’ 

To the Editor: Your 11-line item 
with a one-line head reporting 
publication of the ADS Price Book 
on original advertising art pulled 
126 letters and six telephone calls 
within the first four days after 
your issue of June 12 was on the 
street. 

Requests for the book are still 
coming in from virtually EVERY 
SECTION OF THE COUNTRY 
solely as a result of the paragraph 
run in your publication on Page 40 
of that particular issue. 


ADVERTISING AGE is the “Bible” of 
the business and the “good book” 
certainly proved to be just that 
the very first time we were so per- 
sonally concerned in a little 11- 
line news paragraph. 
Monte J. Curry, 

Director, Curry-Risley, New 

York. 


Says Experience—Not Salary— 
Counts in Selling Jobs 

To the Editor: I read with great 
interest in your issue of May 29 
the speech by Walter C. Ayer, ex- 
ecutive vice-president of Brooke, 
Smith, French & Dorrance, at the 
National Sales Executives conven- 
tion in Detroit. He said, “We can- 
not support our economy with our 
present sales force of 3,700,000.” 
In another place he said he doubts 
“that there is a single business en- 
terprise in the country today that 
can say that it has all the good 
salesmen it wants or even all that 
it needs.” 

I agree with Mr. Ayer, but I 
would like to add some thoughts 
which I do not find in his speech. 

Some time during 1949, when 
business receded a bit, the mar- 
ket for salesmen’s jobs took a dis- 


turbing turn. As if by common a- 


We have known for years that \. 


greement, sales managers lost in- 
terest in older men, no matter how 
well qualified. 

You need only look at the classi- 
fied advertisements to see the 
kinds of opportunities that are of- 
fered. Mainly the ads are for men 
18 to 29, though some stretch it 
to 35. Starting salary is seldom 
over $50; occasionally it is $60, or 
even $75. Rarely is the firm identi- 
fied. I too, would be ashamed to 
attach my name to ads of this na- 
ture. How long will a $50 salesman 
stay honest? 

I believe it will prove a costly 
experiment for business to try to 
make $50 a week boys replace 
$100-a-week-and-up men. Sales- 
men are not born. It requires men- 
tality, a thick skin, years of self 
training by actual contact to learn 
the ready answer which makes 
sales. The young men with the can- 
ned sales talk will be a long time 
approaching the record of the older 
men who have worked and earned 
the proud title, “salesman.” 

My suggestion would be to place 
less emphasis on the age barrier, 
and to use our trained salesmen 
until they choose to retire, or 
until they are incapacitated. With 
trained men in the organization, 
young men are more easily ab- 
sorbed—and more rapidly trained. 

It may be tempting to take ad- 
vantage of the less costly labor 
available in today’s market, but 
wise sales managers will resist it. 
Every firm’s survival rests on its 
ability to move its goods. Too much 
reliance on inexperienced sales- 
men may have repercussions. 


SALESMAN, 
Washington, D. C. 
© + rs 


Hi-Yo, Free Reol 

To the Editor: The Des Moines 
Register and Tribune did it this 
morning. Must be giving away Reo 


power mowers these days; I’ll take 
one. 


Marve NARRAMORE, 
Feed Institute, Des Moines. 


Says Who? And What? 

To the Editor: Bea Adams needs 
no defense by this co-worker from 
the crag and cranny scratching L. 
L. Cavanaughs of this world (AA 
“Voice of the Advertiser,” June 


19); still it would be helpful if the| © 


LLCs voiced their plaints in co- 
herent language. Then, at least, 
the rest of us could understand 


what the Loud Loose Complaint | © 


is all about. 

As it is, after three re-readings 
of this alleged letter, all I got is 
Lotsa Loquacious Confusion. If 
LLC serves his PR clients with 
prose of the same péa-soup clarity, 
they must have a passion for AA 
(absolute anonymity). 

S. M. Bavaro, 

Executive Vice-President, 

Gardner Advertising Co., New 

York. 
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Fire Sale Ad Scores 
To the Editor: I think the at- 
tached fire sale advertisement is 
one of the finest public relations 
and fire sale ads I have ever read. 
Dorotuy J. WATSON, 
Executive Secretary, New 
Haven Pulp & Board Co., New 
Haven, Conn. 


Asks: Is ‘Quick’ the First? 

To the Editor: Do the readers of 
ADVERTISING AGE know if Quick 
is the first such magazine to use 
the transit lines (street car & 
buses) for selling purposes? 

The car cards that Quick is using 
in the Los Angeles market are 
certainly a novel idea, both for 
the distribution of the magazine 
and the use of the car card for 
exploitation purposes. I would ap- 


_|preciate AA’s readers telling me 


if I am correct in assuming that 
this is a “first” in magazine dis- 
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tribution, in fact for any type of 

merchandise to be sold on the 

transit cars, other than newsboys 

or train butchers. Please advise. 
Macer O’Connor McCag#ILL, 
Beverly Hills, Cal. 


DMAA Is Ready to Back | 
a ‘Good Taste’ Effort 

To the Editor: Your editorial, 
“The Problems of Good Taste,” in 
the June 12 issue of ADVERTISING 
AGE was read with the greatest in- 
terest. 

I’d like to assure you that this 
association will be most happy to 
cooperate with you in exploring 
the subject of good taste in ad- 
vertising, as you suggest. 

If I can be of any help to you I 
hope you will call upon me. 

FRANK FRAZIER, 

Executive Director, Direct 

Mail Advertising Association, 

New York. 
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QUALITY REPRODUCTION IN... 


OCS 


SEEING IS BELIEVING. Let us show you proofs of the 
finest process color plates, produced regularly for the lead- 
ing advertising agencies, that have appeared in national 
publications. You are always assured of faithful repro- 
duction by highly skilled craftsmen whenever you use 
FAITHORN. This is an important part of FAITHORN Com- 
plete 3-in-] Service — Ad-setting, Engraving and Printing 
—all under ONE roof. ONE contact and ONE order—a 
definite saving of your TIME, TROUBLE and MONEY. 


PHONE Whitehall 4-2300 
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Gamble Tells 
AAW about Ad 


Responsibilities 


Western Admen Hear 
3 Ad Success Stories, 
Telecasters’ Forecasts 


Los ANGELES, June 28—There is 
no longer any question of our 
ability to produce; the problem to- 
day is to find the customers. The 
responsibility for this falls on the 
dynamic shoul- 
ders of distribu- 
tion, and adver- 
tising must shoul- 
der the greatest 
share of that re- 
sponsibility. 

Frederic R. 
Gamble, presi- 
dent, American 
Assn. of Adver- 
tising Agencies, 
so explained the 
place of advertis- 
ing in the business system here 
this week at the annual meeting of 
the Advertising Assn. of the West. 

Mr. Gamble said that the econ- 
omic picture is much in favor of 
advertising reaching its objective 
of expanding demand, provided 


Frederic Gamble 


Ad Assn. of the West 


such unexpected events as the 
Korean war do not interfere. To 
sell the increasing output of fac- 
tories, he said, manufacturers must 
surely boost their advertising ef- 
fort. Although the aggregate U.S. 
ad investment last year exceeded 
$5 billion for the first time, the 
Four A’s president said, the total 
was equal only to 2.34% of total 
national income, compared with 
3% before the war. He predicted 
the figure will return to the 3% 
“normal” level as more and more 
goods reach the market. 

“Today’s buyer’s market is the 
advertiser’s opportunity,” he de- 
clared, “and business is not mak- 
ing the most of it. The future of 
our American economy is to a 
large extent advertising’s respon- 
sibility, and we advertising peo- 
ple are not yet fully ready.” 


ws Three interesting advertising 
case histories were described at 
the meeting. Alvin Langfield, Fro- 
zen Food Distributors, Oakland, 
Cal., told these details about the 
introduction of Donald Duck fro- 
zen orange juice concentrate: 

The product was launched in 
San Francisco in April, 1949. For 
lack of much capital, advertising 
after the outset was paid for out 
of sales income. Initial effort was 
on demonstrations and sampling 
in grocery stores. Car cards were 
the first ad medium used because 
they made it possible to empha- 
size product identification through 
color, with “soft sheets” in stores 
following quickly. 

Radio was then employed, said 
Mr. Langfield, on a skip-jump 
basis; different stations were used 
month after month to create the 
impression that Donald Duck juice 
was being advertised everywhere. 


s By January this year, he said, 
Donald Duck brand accounted for 
57% of concentrated orange juice 
sales in the Bay area. Sales after 
13 months were 12 times greater 
than in the first month. 

Mr. Langfield revealed that his 
total advertising expenditure has 
been slightly over 4% of sales 
revenues and is now running close 
to 3%, where it vill be held. He 
attributes success of the over-all 
campaign to great attention paid 
to details, adding that no “pur- 
chased media can carry the whole 


AGENCY MEN IN LOS ANGELES—When a group of eastern 
agency men visited Los Angeles recently they were the guests 
of the Herald-Express at a luncheon held at 20th Century-Fox, 
with actress Linda Darnell as hostess. Left to right, standing, are 


Frank Pamental, Schenley Distillers Corp.; 


Cann-Erickson; Jack Peters of Kastor, Farrell, Chesley & Clifford; 


Joseph S. Spiegel, Foote, Cone & Belding; 


Jack Flanagan, Mc- 


Harry Parnas, Cecil 


& Presbrey; Harry Duffy, Grey Advertising Agency; Clifford Bol- 
gard, Sherman & Marquette; Art Porter, Leo Burnett Co.; Ray 
Phelps, Earle Ludgin & Co. Seated, Elmer Froelick, MacManus, 
John & Adams; David Hearst, publisher of the Herald-Express; 
Miss Darnell; W. G. Chalkey, Fuller & Smith & Ross; Jack Hagan, 
Lloyd, Chester & Dillingham. The agency executives had visited 
San Francisco earlier in their West Coast trip. 


load” because advertising must be 
integrated with sales policy and 
activity. 


a H. W. Peterson, Pan American 
Airways, gave credit to the pulling 
power of advertising for much of 
the increase in air travel in re- 
cent years. He pointed out that, 
where Pan American a few years 
ago operated only one plane a week 
from the West Coast to Honolulu, 
it now schedules 32 one-way flights 
over the route weekly, thanks 
largely to ads in Sunset Magazine 
and West Coast newspapers. 

He cited what he called out- 
standing examples of advertising’s 
pulling power—8,000 replies from 
a Saturday Evening Post insertion; 
radio spots in New York “sold 
out” tourist trips to Puerto Rico; 
32 TV spots weekly in New York 
bring in 45 inquiries daily; 16,500 
requests for information about a 
tour advertised once in Holiday 
and Time. 


a Frank Rice, of Bullock’s depart- 
ment store in Los Angeles, said 
his company’s primary purpose in 
advertising is to maintain the per- 
sonal aspect of the buyer-seller 
relationship in the face of Bullock’s 
constantly growing size. 

The company follows a “unitiza- 
tion” plan of merchandising, Mr. 
Rice said. Stores are divided into 
small units based on closely re- 
lated articles of merchandise, with 
each unit under direction of a 
buyer-manager. Having responsi- 
bility for only a few items, the 
manager lives closely with them 
and is not likely to become im- 
personal about selling them, it is 
felt. 

Bullock’s advertising in all me- 
dia seeks to create the impression 
of individuality of the units and 
the desirability of buying under 
such personalized conditions. The 
idea has been projected, Mr. Rice 
pointed out, in the store’s slogan, 
“City of shops in one big store.” 


= Advertising must be used to tell 
the remarkable story of the West 
to the rest of the country, the 
AAW was told by its outgoing 
president, Herbert H. Kirschner, 
of Kirschner Advertising Agency, 
San Francisco. 

Selling the industrial West will 
be the most important activity of 
the association in the year ahead, 
he declared in his annual report. 
Mr. Kirschner said AAW will work 
with chambers of commerce and 
tourist promotion groups to broad- 
cast the industrial potential of the 
West as its population expands. 


@ On Monday afternoon, repre- 
sentatives of Los Angeles’ seven 
television stations spoke their 
minds about TV broadcasting, fre- 
quently disagreeing. They were on 
a panel to answer questions from 
the floor. Martha Gaston Bigelow, 


Station KFOX, Long Beach, was 
chairman. 

Klaus Landsberg, vice-president 
of Paramount Television Produc- 
tions and KTLA, predicted that 
TV films will improve in quality 
as the medium becomes better 
able to support them. Westerns 
and prewar films are now used, he 
said, simply because they are all 
that telecasters can afford. 

Mr. Landsberg asserted that 
good TV spot availabilities 
already do not exist and adver- 
tisers must now buy programs to 
get the time necessary to do an 
adequate selling job. 


s Haan Tyler, manager of KFI, 
told a questioner that there will 
always be both radio and televi- 
sion. They are separate media and, 
as such, will each have a following. 

Don Fedderson, manager, 
KLAC-TV, disagreed with Mr. Ty- 
ler. He pointed out that Hooper 
figures have shown a steadily in- 
creasing TV daytime audience in 
Los Angeles. Daytime radio, Fed- 
derson predicted, will lose out 
completely to TV within three or 
four years. 

Discussing sports, Mr. Lands- 
berg said that if present popular 
sports do not remain available for 
telecasting, TV will popularize 
“new” sports like roller derbies 
and jalopy races. Mr. Fedderson 
agreed, saying that if colleges do 
not permit telecasts of football 
games this fall, football will be 
hurt more than television. 


= Tom McFadden, manager of 
KNBH, said television is the log- 
ical medium for retail advertising. 
He announced that his station will 
go daytime in the fall, and added 
that that time is considered best 
adapted to retail advertisers. 

Hollywood will inevitably be the 
TV capitol of the U. S. by the end 
of 1951, in the opinion of Richard 
Moore, assistant general manager, 
western division, American Broad- 
casting Co. With talent and pro- 
duction facilities centered here, he 
said, only poor quality of video 
recordings and the lack of the 
cable stands in the way of this 
eventuality. 

Charles Glett, vice-president, 
Don Lee Television and KTSL, 
said he could not see television 
ever replacing theater films. How- 
ever, in the not too distant future, 
most shows will be on film in his 
opinion. 

Harrison Dunham, manager, 
KTTV, urged stations to set rate 
cards which reflect the value of 
their service and then live with 
and abide by them. In this respect, 
for competitive reasons which ap- 
ply to all businesses in Southern 
California, Los Angeles does not 
have too good a record, Mr. Dun- 
ham said. 


a Some flattering and contrary 


opinions about advertising were 
expressed by a “cross-section con- 
sumer panel” under direction of 
Dorothy Corey, Facts Consoli- 
dated. The panel of three women, 
one teen-ager and one man agreed 
that, while advertising is helpful 
in general, it leaves much to be 
desired. Sought especially by 
women are more informative and 
explanatory labels on containers. 
This was applied particularly 
to directions for use of a 
product and precautions to be ob- 
served—if any. 

Terming present-day advertis- 
ing too bombastic, the plea was 
made by panel members for more 
realistic, truthful and thus cred- 
ible advertising. “Fear” advertis- 
ing was deplored, with one house- 
wife observing that it carries with- 
in it the seed of its own destruc- 
tion. 

Although there was a split on 
the question of whether advertis- 
ing adds to the selling price of an 
item, all the women agreed that 
brand-name products are the best 
buy. The women said branded 
items usually cost slightly more— 
l¢ to 3¢ on food products—but 
agreed that the difference is not 
objectionable because the quality 
of such items is uniform and 
known. 


a Edward Barrett, Assistant Secre- 
tary of State in charge of public 
affairs, described the work of the 
“Voice of America” program and 
other propaganda activities direc- 
ted to countries abroad. 

Calling “Voice” a “great cam- 
paign of truth,” he asserted it has 
been extremely effective in build- 
ing respect and good will for 
America abroad, even in the iron 
curtain countries. Despite this 
progress, greater effort is needed, 
Mr. Barrett admitted, and he an- 
nounced that broadcasts of “Voice 
of America” are now being step- 
ped up. Cited for their work in 
supplementing the work of the 
State Department abroad were the 
Export Advertising Association, 
Advertising Council, U. S. Cham- 
ber of Commerce, Standard Oil of 
New Jersey and other organiza- 
tions. He paid tribute to Don Beld- 
ing of Foote, Cone & Belding for 
the work of the Freedoms Founda- 
tion. 


‘Herald Tribune’ Names Two 


George Joel Fine, formerly on 
the promotion staff of the New 
York Journal-American, has been 
appointed advertising promotion 
manager of the New York Herald 
Tribune, and Frederick E. Thom- 
son, of the Herald Tribune’s circu- 
lation department, has been pro- 
moted to circulation promotion 
manager. 


Bulkley Joins Conahay 


Henry W. Bulkley, formerly of 
the Bulkley Co., has joined Robert 


Conahay & Associates, New York. 


CBS Sets Circus 
TV Show Aimed at 
Younger Generation 


PHILADELPHIA, June 30—Colum- 
bia Broadcasting System will 
launch a circus-type network TV 
show tomorrow night (7-8 p.m., 
EDST). Aimed at the younger gen- 
eration, the network hopes the 
show will prove as successful as 
Paul Whiteman’s youthful talent 
variety show on the American 
Broadcasting Co. net. 

The show will originate in the 
convention hall at Camden, N. J., 
and will be televised by WCAU- 
TV here. This represents the first 
time that an affiliated station has 
originated a live TV show for CBS- 
TV. (The “Ed Wynn Show” and 
the “Alan Young Show” both 
originate in Hollywood and are 
either kinescoped or filmed for 
network viewing.) 

Entitled “The Big Top,” the pro- 
gram is an ambitious attempt to 
capture the atmosphere of a circus, 
including the characters, the music, 
etc. 


a The show was created and is 
being staged by Charles Vanda, 
vice-president of WCAU stations 
in charge of television. 

“The Big Top” had its closed cir- 
cuit premiere the night of June 17. 
This show was kinescoped but not 
aired. 

Network names and performers 
will be used for such characters 
as the ringmaster, clowns, etc., but 
the show retains a distinct Phil- 
adelphia flavor, with different 
Quaker City string bands each 
week. 

No sponsors have been signed as 
yet. 


Bigelow-Sanford Plans 
Fall Rug Campaign 


Bigelow-Sanford Carpet Co., 
New York, will open a new maga- 
zine campaign for Bigelow Master- 
weaves with the September issues 
of House Beautiful, House & Gar- 
den, The New Yorker and Town & 
Country. Four-color pages will 
promote the company’s Sonata, 
Cassandra, Contempora, Serenade 
Scroll and Lotus lines. The cam- 
paign also will introduce two new 
lines, Vanity Fair and Rhapsody. 

The magazine drive will be 
backed by newspaper mats, radio 
announcements and mailing pieces 
for dealers. Young & Rubicam han- 
dles the account. 


Norwich Shifts to Daytime 
Radio; May Use TV Spots 


Norwich Pharmacal Co., Nor- 
wich, Conn., will discontinue spon- 
sorship of “Fat Man,” one of ABC’s 
highest rating nighttime shows, as 
of Aug. 4. Benton & Bowles is the 
agency. 

The following week the company 
will begin airing half of the Tues- 
day and Thursday sessions of 
“Modern Romances,” a 30-minute 
daytime drama, over the same net- 
work, Part of the money saved in 
this shift from evening to daytime 
radio is expected to go into spot 
television. 


‘Review’ Names Goodman 


Ray Goodman, formerly in cir- 
culation posts with Liberty, Faw- 
cett and McGraw-Hill, has been 
named circulation manager of the 
Saturday Review of Literature. 
The Bert Garmise Organization 
continues as circulation consul- 
tant to the Review and Mr. Gar- 
mise retains the title of circulation 
director. Robert Birnbaum, circu- 
lation manager of the Review for 
the past two and a half years, has 
joined Reporter Publications Inc. 
as circulation manager of Ameri- 
can Fabrics and Men’s Reporter 
News Weekly. 


Stylecraft Picks Agency 


Stylecraft Hosiery Corp., New 
York, has appointed Rehbock-Hol- 
linger Advertising, New York, to 
handle promotion of Jigger Sox in 
newspapers, magazines, and by 
direct mail. T. Howard Co. 
formerly handled the account. 
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Servel Presents 
New Home Heater 
in ‘SEP’ Spread 


New York, June 28—A $100,000 
advertising campaign announcing 
Servel’s new home heater and air 
conditioner has been launched in 
the July 1 issue of The Saturday 
Evening Post and various trade 
papers, Robert J. Canniff, director 
of public relations and advertis- 
ing for Servel Inc., told a press 
conference last week. Batten, Bar- 
ton, Durstine & Osborn is the agen- 
cy. 
The campaign, beginning with a 
spread in the SEP, will continue 
on a one-page basis there and in 
shelter and architectural maga- 
zines for the remainder of the 
year. The ads will boost Servel’s 
single-unit heater and air condi- 
tioner and will stress the impor- 
tance of year-round conditioning. 


= Mr. Canniff also said that Servel 
would start national advertising 
announcing its automatic gas hot- 
water heaters in the July 15 Sat- 
urday Evening Post. This will be 
a one-page campaign lasting 
through September. He described 
the product as a “revolutionary 
heater with a tank shaped like a 
ball.” 

He said 1,000-line newspaper ads 
are now being used in about 35 
major trade areas to push the 
heater and air conditioner. These 
papers are located throughout the 
natural gas areas. 

Comprehensive campaigns for 
both the air conditioning unit and 
the hot-water heater will not get 
under way until 1951, Mr. Canniff 
said. Both will depend in broaden- 
ing of the distribution setup. 

W. Paul Jones, president of the 
Evansville, Ind., company, said 
Servel has started volume produc- 
tion of the new air conditioner 
model and is aiming “to bring the 
benefits and comforts of air con- 
ditioning to the moderately priced 
home in the $15,000 to $20,000 
bracket.” 

He said that in order to cover 
expanding markets in the residen- 
tial, commercial and _ industrial 
fields, Servel was broadening its 
distribution setup through a na- 
tionwide system of carefully se- 
lected and qualified heating and 
air conditioning contractors. Here- 
tofore, public utility companies 
have been the only outlets. 


ws The new Servel unit was de- 
scribed as a dual purpose, all-year 
conditioner, combining heating and 
cooling in one installation and 
guided by a single thermostat. The 
unit operates on an absorption re- 
frigeration principle and has no 
moving parts in the cooling or 
heating systems. 

Mr. Jones estimated that a unit 
designed for a new six-to-nine 
room house of average construc- 
tion and present day design would 
range between $3,200 and $5,000, 
including installation. He said a 
field test to discover operating 
costs of the home unit was con- 
ducted in a six-room Brooklyn, 
N. Y., house throughout 1949. Total 


QDNSTAKING 


fuel outlay came to $360.96. The 
heating season cost was $282.96, 
while the June through September 
expenditure, with the unit operat- 
ing 800 hours, amounted to $78.: 


Illinois Dailies Elect 

C. E. Phillips, of Rockford News- 
papers Inc., has been elected pres- 
ident of Illinois Daily Newspaper 
Markets Inc. C. Raymond Long, of 
the Elgin Courier-News, has been 
named vice-president and William 
B. Hamel, of the Mattoon Journal- 
Gazette, secretary. 


Norloc Account to Warner 

Norloc Division, Norton Labor- 
atories Inc., kport, N. Y., 
manufacturer of plastic household 
and sporting goods products, has 
appointed Harold Warner Co., Buf- 
falo, to handle advertising. General 
magazines, trade publications and 
direct mail will be used. 


Sebel Becomes Mobo Toys 

Sebel Products Inc., New York, 
manufacturer of Mobo action toys, 
has changed its name to Mobo 
Toys Inc. 


Burns to Electric Boat 

Printing machinery division of 
Electric Boat Co., New York, has 
appointed Thomas V. Burns, for- 
merly with Payne & Craig Corp., 
as eastern district sales represen- 
a with headquarters in New 

ork. 


Seit Joins Newhotf Agency 
Walter I. Seif, owner of his own 
business in the retail field, has 
been named merchandising con- 
sultant for Theodore A. Newhoff 


.| Advertising Agency, Baltimore. 


Advertising Age, July 3, 1950' 
Releases Plumbing Survey 


A saturation survey of plumb- 
ing and heating retailers in Chem- 
ung County, N. Y., has been pub- 
lished by Plumbing & Heating 
Business, New York. Purpose of 
the survey, made by A. S. Bennett 
Associates Inc., was to obtain a 
profile of the concerns engaged 
in selling and installing plumbing 
or heating systems in the area. 
Copies are available on request to 
Plumbing & Heating Business, 
Grand Central Terminal Bldg., 
New York. 


To you who are responsible for 


selling and advertising to business and to industry, 


DO YOU KNOW THE ANSWERS? 


How many markets and how many media are you underestimating? What markets 


are you overlooking? Are your marketing efforts balanced according to relative po- 


tentials? Is the impact of your sales and advertising efforts sufficient to gain your share 


of available business? 


These are some of the questions which your management is going to ask you when the 


cry arises for more orders to keep the production wheels moving at the clip necessary 


to meet competition effectively and maintain desired profits. 


Before the finger points your way, can you say that you have “investigated”—-that you 


have “inaugurated”—that the competitive position of your company is not only “pro- 


tected”, but that it has been “improved”? 


The answers to these questions are not easy. To get them will require digging for facts 


and figures upon which to build sound sales and advertising strategy. 


But your digging can be a lot easier, and you will hit “pay dirt” faster if you will 


study and refer to the INDUSTRIAL MARKET DATA BOOK. 


The New 1951 Edition will be issued 
this September 15th. It will contain... 


I. Latest data in words, figures and charts on sales, production, consumption, number 


and geographical distribution of companies, buying trends and a score of other factors 
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Strotz to Brewer Agency 

Charles S. Strotz, formerly vice- 
president in charge of sales for 
Childers Mfg. Co., Houston, Tex., 
manufacturer of aluminum prod- 
ucts, has been appointed manager 
of the Minneapolis office of Bruce 
B. Brewer & Co. 


Grey Promotes Froelich 

Grey Advertising Agency, New 
York, has promoted Ralph Froe- 
lich to production and _ control 
manager. Mr. Froelich has been 
with Grey since 1937. 


Durethene Names Goodridge 


George Goodridge has been ap- 
pointed to represent Durethene 
Corp., Chicago, maker of poly- 
ethylene film, sheeting and tubing 
for the packaging field, in greater 
New York and New Jersey. His 
office will be in New York. 


Jattee Joins ‘Charm’ 


Lee Jaffee, formerly produc- 
tion manager of Parents’ Maga- 
zine, has been named production 
manager of Charm by Street & 
Smith Publications, New York. 


S. C. Broadcasters to Meet 


Joseph H. McConnell, president 
of National Broadcasting Co., will 
be the principal speaker at the 
annual meeting of South Carolina 
Broadcasters’ Association at Ocean 
Forest Hotel, Myrtle Beach, S. C., 
July 6-8. 


Wilson Names Weil Agency 


H. J. Weil Inc., Buffalo, has been 
retained to handle the advertising 
of K. R. Wilson, Buffalo, manu- 
facturer of automotive service tools 
and garage equipment. 


Crystal Names Larson A. M. 


John J. M. Larson, formerly 
with Kimberly-Clark Corp., and 
Munising Paper Co., has been ap- 
pointed advertising manager of 
Crystal Tissue Co., Middletown, O., 
maker of tissue wrapping and 
waxed papers. 


Stroock Picks Kimball Co. 

S. Stroock & Co., New York, has 
appointed Abbott Kimball Co. to 
handle advertising for its line of 
woolens. Robert W. Orr Inc. pre- 
viously serviced the account. 


significant in selling and advertising to the 84 major classifications of trades and indus- 
tries which will be detailed. Information is compiled, with sources indicated, from 
government agencies, trade associations, publications and other expert sources with the 


result that several sides of most market pictures will be exposed for your evaluation. 


2 e Over 2,300 business papers, classified according to markets served, will be listed 


with details on rates, circulations and mechanical specifications. 


ob e Approximately 200 leading business magazines will make available to you through 


paid space their own informative data on markets, coverage and services. 


A. Trade association names and addresses, classified according to markets served, will 


. 


be included to aid you in directing inquiries for special information. 


2D. Market studies especially prepared by media will be digested and catalogued by 


markets. Copies will be delivered to you upon inquiry to IMDB’s Reader Service 


Department. 


U. S. possessions and Canada. 


NOTE: Your copy of the 1951 INDUSTRIAL MARKET DATA BOOK is a part of your 
current subscription to INDUSTRIAL MARKETING. Price: $3.00 per year in U. S., 


The New 1951 


Coming September 15 


INDUSTRIAL MARKET DATA BOOK 


For Selling and Advertising 
to Business and to Industry, 
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Did you read the 
message at the left? 
The message 

isn't aimed 

directly at you, but 
you'll find it 
doggone important 

if you recognize 


promotional 
opportunities. 
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Advertising in the Test Stage 


Burry Tests Radio 
for Hopalong Cookies 


E.izaBeETH, N. J., June 27—Burry 
Biscuit Corp. is testing television 
in the New York area for its Hop- 
along Cassidy cookies with the 15- 
minute Thursday 6-6:15 p.m. 
“Friendship Ranch” show on 
WNBT. 

This is the company’s first direct 
consumer advertising for this 
product, and if it proves successful 
the show will be expanded to at 
least eight other markets along 
the eastern seaboard and in the 
Midwest. 


As a supplementary test, the 
company has taken some spots on 
Philadelphia’s WPTZ. Both tests 
are for an indefinite period. Other 
cities now under consideration, in 
addition to Philadelphia, are Bos- 
ton, Chicago, Detroit, Pittsburgh, 
St. Louis, Washington and Balti- 
more. 

Space in newspapers in each of 
these markets also is under con- 
sideration, with a gradual expan- 
sion as distribution grows. As 
groundwork for such distribution, 
Burry is sending a trailer-truck 
around the country with the Cole 
Brothers circus and Hopalong Cas- 
sidy, the circus’ star and part own- 


TOY 


is a $300 MILLION Business! 


40 million youngsters demand toys. Distributors regularly read 
TOYS AND NOVELTIES, “The Voice of the Industry”. Contact us for further information. 


TOYS & NOVELTIES 


BELL BUILDING 
CHICAGO 1, ILL. 


er, to acquaint youngsters with 
the cookies. 
Clements Co. here is the agency. 


PROMOTES QUOFFY 

Toronto, June 28—Quoffy, new 
instant coffee product of J. Lyons 
& Co. (Canada) Ltd., is being test- 
ed in two Toronto dailies. The in- 
troductory advertisement was half- 
page size, and the campaign will 
run until September. 

Further advertising is planned 
when Canadian distribution has 
been completed. Albert Jarvis Ltd., 
Toronto, is the agency directing. 


Fullmer to New Era Press 


George L. Fullmer, formerly as- 
sistant to th~ president and adver- 
tising manager of National Fore- 
men’s Institute Inc., has joined 
New Era Press Inc., Deep River 
Conn., printing concern, as vice- 
president. 


WIJAR-TV Joins DuMont Net 

WJAR-TY, Providence, R. I., has 
joined DuMont Television Net- 
work, New York. The net now has 
59 affiliates. 
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Network Gross Time Charges 
Source: Publishers Information Bureau 
RADIO 
Five F 
May ] Months M 

9 1950 1949 
American Broadcasting Co. $ 3,267,448 $ 4,030,969 606,542 $20,077,177 
Columbia Broadcasting System 6,320,910 5,596,952 30,232,139 28,204,401 
Mutual Broadcasting System 1,356,580 1,788,790 289,006 8,875,394 
National Broadcasting Co. 5,639,188 5,657,166 27,709,142 28,202,906 
Total $16,584,126 $17,073,877 $81,836,829 359,878 

TELEVISION 

Five Five 
May May Months Months 

1950 1950 1949 
American Broadcasting Co. $ .367,701 132,146 $ 1,520,680 $ 230,804 
Columbia Broadcasting System 1,009,043 243,241 3,704,312 860,747 

DuMont Television Network * 61,394 * 354, 
National Broadcasting Co. 1,582,555 460,440 5,925, 2,028,831 
$ 2,959,299 $ 897,221 $11,150,977 §$ 3,474,509 


Total 
*Not available 


May & Woodhouse Named 


May & Woodhouse, Chicago 
publishers’ representative, which 
currently is handling exhibit space 
for the First U. S. International 
Trade Fair in Chicago, has been 
named international exhibit sales 
representative for the State Fair of 
Texas, Dallas, which opens Oct. 22. 
May & Woodhouse has set up a 
special department to handle ex- 
hibit space activities. 


typography 


eliminates 


words! 


Monsen 


7. 
East of the Rockies * it’s Monsen-Chicago at 22 East Illinois Street 


... Type design is expressive; it says 


at a glance what it would take many 


words of copy to describe. 


... For instance, a fine cosmetic ad uses a 


variety of type faces that, at a glance, give 


the reader the impression of femininity, 


beauty and grace. The actual copy does not 


have to waste words in setting the 


pace of “feeling” of the ad. 


... It is this expert typographic interpretation 


of your advertising copy that makes 


Monsen-set ads attract and hold the reader’s 


eye. Every piece of typewritten copy is 


caretully analyzed by typographic 


craftsmen who draw from your copy its 


full meaning and emphasis. 


... The Account Service Department at 


Monsen-Chicago will save you needless 


space-consuming words through the 


application of 63 years of typographic experience. 


CHICAGO 
LOS ANGELES 


On the Pacific Coast : it’s Monsen-Los Angeles at 928 South Figueroa Street 


Doughnut Corp., 
Bakers of America 
Join in Ad Drive 


New York, June 29—Parties and 
doughnuts will be teamed as a 
campaign theme in October to pro- 
mote a 50% increase in doughnut 
consumption in this country 
through a coordinated advertising 
drive by Doughnut Corp. of Amer- 
ica and Bakers of America. 

Doughnut Corp. will focus ad- 
vertising on a national election 
for the presidency of the National 
Dunking Association with informa- 
tion about candidates in two col- 
or ads to appear in October issues 
of Better Homes & Gardens and 
Woman’s Home Companion. An 
official dunking kit is offered for 
completing and forwarding a cou- 
pon with 10¢ to the Dunking As- 
sociation. Candidates for presi- 
dent include Jimmy Durante, 
Marie Wilson and Bobby Benson. 


@ Bakers of America, with head- 
quarters in Chicago, will allocate 
part of an annual $1,500,000 ad 
budget to. support the campaign 
along party lines with a full-page, 
four-color doughnut party ad in 
the October issue of Ladies’ Home 
Journal, The same ad in full color 
will appear as a half-page inser- 
tion in Better Homes & Gardens 
and Woman’s Home Companion. 

In a press party called to outline 
details of the promotion, Walter 
Hopkins, promotion director for 
Bakers of America, and David 
Levitt, president of Doughnut 
Corp., said that the campaign uses 
a four-fold appeal based on de- 
mand disclosed by a nationwide 
survey by Bakers Weekly, which 
reported that: 

1. During 1949, 600,000,000 par- 
ties were given in this country. 

2. Americans spent $2% billion 
on home entertainment last year. 

3. The American Dunking As- 
sociation has received requests for 
10,000,000 membership cards dur- 
ing the past 15 years. 


4. People like to join lodges and © 


clubs and vote for their officers. 

Foote, Cone & Belding is hand- 
ling advertising for Bakers of 
America and C. L. Miller Co. 
handles the Doughnut Corp. ac- 
count. 


Maurice Dreicer Opens 
Testing Bureau In N. Y. 


Maurice C. Dreicer, “the man 
who has spent a fortune seeking 
the perfect steak,” has established 
the Dreicer Food, Beverage & To- 
bacco Testing Bureau at 998 Fifth 
Ave., New York. 

The bureau will take as clients 
organizations which, as large-scale 
users of consumer products, pur- 
vey those products and attendant 
services to the public. First bureau 
clients are the Dinkler Hotel Chain 
and the Fred B. Prophet Co., which 
operates 96 industrial cafeterias. 


Arborite Appoints Baker 


R. E. Baker has been appointed 
executive assistant to D. S. Ab- 
bott, general manager of Arbor- 
ite Co., Montreal, maker of wall- 
boards. Mr. Baker will coordinate 
company plans relating to sales 
and advertising, while retaining 
his position as secretary-treasurer. 
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THANKS—Community appreciation for his 
generous philanthropy through the In- 
quirer Charities is the reason for the 
presentation of this cup to Walter H. 
Annenberg (right), editor and publisher 
of The Philadelphia Inquirer, by the City 
Business Club of Philadelphia. Robert H. 
Hellyer, president of the club, is making 
the presentation. Jack Berlet, secretary, 
is in the center. 


SYMBOL—The design and text of the bronze plaque to be placed on 53 replicas of 

ad- the original Liberty Bell, around which the Treasury’s new bond drive will be 

tion centered, is approved by Leon J. Markham (left), director of sales, U. S. Savings 

Bond Division of the Treasury. At right is Stanley J. Keyes Jr., executive vice-presi- 
dent of St. Georges & Keyes, New York. 


ride AT LOS ANGELES MEETING—The Advertising Age cameraman Helen Edwards, Helen Edwards & Staff; Mary Buchanan, Union 

‘ich caught these members of the Advertising Assn. of the West at Pacific Railroad, president; and Glad Hall Jones, KRKD. Lower 
the annual meeting in Los Angeles last week. Top left: Floyd left: Hollywood Advertising Club officials and their wives, includ- 
Maxwell, manager of Los Angeles Newspaper Publishers Assn., ing Mr. and Mrs. Ernest Belt, Hollywood Citizen-News; Mr. and 

ar with Russell Eller, California Fruit Growers Exchange, and Mrs. John Kemp, Hollywood Shopping News; and Homer Boelter, 

2 Charles Horn, Los Angeles Examiner, at cocktail party given Homer Boelter Lithographing, president of the club. Lower right: 

lion by L. A. newspaper publishers. Top center: incoming AAW pres- a group from Portland. Tony Peterson, Portland Journal; Howard 

ear. ident Harold J. Merilees and retiring president Herbert H. McAllister, Armishaw’s Shoes; Homer Welch, KGW; Art House, 

As- Kirschner. Top right: officers of the Los Angeles Advertising House & Leland Advertising Agency; Jean Callahan, Portland 

for Women, including Ruth Miller, A. M. Rothenburg Associates; Oregonian. 
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COMES TO LIFE—Log Cabin Bread Co., Los Angeles, has con- 
verted its current painted bulletin design into a mechanical train, 
engineered by a real-life version of Log Cabin Luke, the com- 
pany’s trade character. The train is equipped with a public ad- 
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dress system, which is used for announcements and for broad- 


casting Luke’s radio square dance jingles as it tours the Los 


Angeles area and fairs and other special events in southern Cali- 
fornia. Dan B. Miner Co. is the baker's agency. 


SAMMY AWARDED—James McElwee (right), salesman for Bell Brand Foods, Los 

Angeles, receives his golden “Sammy” as one of the ten salesmen adjudged best in 

the Los Angeles area by the Sales Executives Club of Los Angeles. The presenta- 

tions were the first in what is planned as an annual event. The award is being 

presented by Clayton Rand, Gulfport, Miss., publisher, who was speaker at the 

occasion, as Tony Whan, president of Pacific Indoor Advertising, and president of 
the Sales Executives Club, looks on. 


UNITED FRONT—Bruce Robinson (center), account executive of the Bureau of Ad- 

vertising, ANPA, talks to Horace Rolls of Branham Co. and Joel C. Harris of Kelly- 

Smith Co. at an Atlanta luncheon at which he was guest speaker. The event was 
sponsored jointly by the bureau and newspaper representatives. 


‘CHRONICLE’ GUESTS—Eastern guests invited by the San Francisco Chronicle for 
four days of sightseeing and entertainment included 22 ad executives and eight 
eastern members of Sawyer-Ferguson-Walker Co., advertising representative of 
the Chronicle. The top picture, showing guests arriving at the airport, includes Mrs. 
David S. Hogmer; Jack B. Peters, Kastor, Farrell, Chesley & Clifford; David S. 
Hogmer, Duane Jones Co.; John J. Flanagan, McCann-Erickson; Frank H. 
Pamental, Schenley Industries; and Joseph S. Spiegel, Foote, Cone & Belding. In the 
lower picture, three guests at the Fairmont Hotel are Richard S. Bean, Pedlar & 
Ryan; S. L. Frey, Doherty, Clifford & Shenfield; and Walter Barber, Compton 
Advertising. 
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Drive Rolls Smoothly 


ATA Telling Industry's 
Story in $340,000 Ad 
Campaign This Year 


By STANLEY COHEN 


WASHINGTON, June 28—You are 
rolling along the highway directly 
behind a 10-ton tractor-trailer, 
when an unusual message stenciled 
to the tailboard catches your eye. 

“1949 taxes paid on this vehicle 
$3,140.45.” 

As a car owner you are un- 
comfortably conscious of the fact 
that you pay through the nose for 
the privilege of operating a vehicle. 
“But,” you say to yourself, “they 
certainly have a finger on the 
truckers.” 

That stenciled message is one of 
the gimmicks suggested by the 
American Trucking Associations 
to help its members fight off the 
charge that trucks are trespassers 
on the highway. 


a ATA claims that a third of all 
taxes assessed against motor ve- 
hicles are paid by truckers; and 
that they use only 10% of the na- 
tion’s highway system. 

For 11 years, ATA has been con- 
ducting a public relations program 
in an effort to deal with the prob- 
lems inherent in the fact that the 
truck’ is a cumbersome vehicle 
which inevitably ‘annoys those 
who meet it on the highway. 

From the beginning, the associa- 
tion has used advertising to get 
across its message: that trucks are 


doing a useful job; that truck 
drivers are trained to be good 
highway citizens. 

The industry’s “war chest” has 
never amounted to more than 
$500,000 annually, though this year 
it may be a bit better. According 
to present plans, about $340,000 
will be spent in “mass media”— 
mostly newspapers. In addition 
there are special campaigns in 
selected business and trade pub- 
tications. 


a From the beginning, it was 
recognized that one of the basic 
problems to overcome would be 
the public’s prejudice against truck 
drivers. 

Studies by the Biow Co., the 
industry’s agency from the start, 
indicated that the public’s concept 
of the truck driver was a rude, 
obscene individual—kind of a 
Neanderthal man who delights in 
crowding cars off the road and 
blocking the highway whenever 
he can. 

One of the industry’s first stunts 
was to establish the annual truck 
driver’s “Roadeo” to dramatize the 
safe, precision driving of its mem- 
bers’ employes. 

The publicity build-up starts 
with “Roadeos” in each of the 48 
states. Last year, 77 drivers qual- 
ified for the national finals. 


ws To emphasize the safety aspects 
of the “Roadeo,” ATA enforces a 
rule disqualifying any driver who 
has been involved in an accident 


HIGHEST 


in Des Moines, 
Hooper-wise! 


WHEN YOU’RE ON KRNT, 
YOU’RE ON THE BEAM! 


C. E. HOOPER SHARE OF AUDIENCE 


APRIL-MAY, 1950 DES MOINES, CITY ZONE 17,445 CALLS 
Time KRNT | B | Cc | D E 
Morning 44.1 | 3.1 8.6 | 20.9] 17.1 
Afternoon 42.9 | 4.4 | 9.9} 12.3} 25.5 
Evening 27.5 | 7.9 | 7.6}25.5 | 28.0 
Sat. daytime 30.6 | 4.5 | 16.8 | 23.4 | 14.1 
Sun. afternoon 29.0 | 9.7 |17.2118.9}13.0 


TOTAL RATED 
TIME PERIODS........... 


35.1 [5.9 | 9.6|20.4|23.6 
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Represented by the Katz Agency 
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fos future capansson 


ut AMERICAN TRUCIONG wnousve: 


American Trucking Associations, Washingwa 6, D.C. 


from today! 


TWO MAGAZINE SLANTS—At left is an example of American 
Trucking Associations’ ads on the loading and unloading problem 
that appear in Business Week and Traffic World (this one made 


Slow up gomds on loading plactorms, and what 
Sappens! An srivfeosl boakemech is creaced. Com 
mount, The savings you're making in incernal 
operation are being slowly drained away by idle 
man and truck hours That's true of the trucks you 


Trucks need sdequace platforms — room to move 
arownd in, The smart thing to do is call im your 
trafhe manager architect of engineer and tet them - 
show you bow they can cave 
you money — 5, 10, 20 yours 
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Right around your cornet may be a 
successful trucking concetn. Maybe 
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©, and thousands like him, 
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Advertising Age, July 3, 1950 
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Here is a “home tows” industry thas 
offers you one of the most fertile of 


banking opportuniaes. Truckiag 
helps Americas grow vadantry 
expand. You only have to look at the 


trucking indusir's record of the pont 
to foretell uty beeiliant fatare! 

An iodustey 
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te bere age busking enable business 


Milline Publishing’s “Best National Advertising of the Year’’). At 
right is one of the series ATA is running in Banking. Biow Co. 
handles the truckers’ 


account. 


during the preceding 12 months— 
regardless of where the respon- 
sibility rested. 

During the past three years, ATA 
has developed its “Driver of the 
Year” contest as a second device 
to draw public attention to the 
kind of truck driver the industry 
wants the public to notice. Pre- 
ceding the national finals, there 
are competitions in each state for 
“Driver of the Year’—a driver 
who has committed an act of hero- 
ism on the highway. 

This year’s winner, Lloyd Reis- 
ner of Indianapolis, was credited 
with saving the life of a child who 
was bleeding to death on the high- 
way following an accident. 

When Mr. Reisner visited here 
during May, he was televised driv- 
ing his 10-ton truck onto the White 
House grounds. In the cab with 
him was Maj. Gen. Philip Fleming, 
chairman of the national highway 
safety conference, who introduced 
him to President Truman. Later, 
ATA treated Mr. Reisner and his 
wife to a week in New York, where 
he made guest appearances on a 
number of network radio and TV 
programs. 


@ Because of its limited budget, 
ATA has learned to be alert for 
occasions where it can tie its story 
to the promotional campaigns of 
its suppliers. 

Among the programs featuring 
the “Driver of the Year” and other 
ATA themes have been “The 
Voice of Firestone,” Gulf Oil’s “We 
The People,” International Har- 


vester’s “Harvest of Stars,” “Ford 
Theater” and many others. 

Sometimes the publicity staff, 
under Robert J. Test, is able to 
arrange tie-ins with concerns rela- 
tively remote from the industry 
but interested in the patronage of 
the industry’s hundreds of thou- 
sands of members. 

Recently, for example, Philip 
Morris (also through Biow) ran 
a comic page cartoon sequence 
built around a truck driver. Like 
the helpful driver ATA wants him 
to be, this fellow had stopped to 
help a lady in distress change a 
tire. Later, driver and lady each 
enjoyed a Philip Morris. 


s Walter Belson, ATA’s public re- 
lations director, says there is 
nothing mysterious about these 
tie-ins. “If you have a legitimate 
story to tell, agencies and adver- 
tisers are perfectly willing to help 
you tell it,” he says. 

ATA’s own general ads have 
been confined in recent months to 
newspapers, though they former- 
ly ran in mass circulation maga- 
zines. The shift, according to Mr. 
Belson, was promoted by ATA’s 
rather unusual advertising tech- 
nique. 

In an effort to localize its mes- 
sage, ATA uses “tandem” ads—ads 
which appear in each state under 
the signature of the state trucking 
association as well as ATA. More- 
over, the ads are sometimes 
changed in each state to present 
local figures on taxes, safety rec- 
ords, etc. 


In its newspaper ads—it uses one 
to six newspapers in each state 
each month—ATA tries to bridge 
the gap between what the truck 
does and what people know it 
does. 


a The truck’s function is pre- 
sented in terms of its contribu- 
tion to the national economy and to 
everyday life. One ad might point 
out that the truck is indispensable 
to agriculture: “It carries all you 
eat all or part of the way.” 

Another tells how trucks “fan 
out finished products from sup- 
pliers to retailers and eventually 
to the public.” 

Some ATA ads tell how heat 
and weather destroy highways. 
Others remind the public that 
trucks pay their share of the ve- 
hicle taxes. 

In addition to the general media 
ads, ATA has a special series call- 
ing the attention of business men 
to loading and unloading problems. 
One such ad in Traffic World and 
Business Week recalls, “Waiting 
Time $6 per Hour: You, not the 
truck owner, pay the toll.” 

Another series in Banking points 
to “a banking frontier right around 
the corner.” Describing truck lines 
as “a fertile field for investment,” 
it reports that interstate truckers 
alone gross $2% billion annually, 
spend billions for trucks and 
equipment, buildings and ware- 
houses, payrolls and taxes. 


a Like many other associations, 
ATA depends on voluntary con- 
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MONTHLY—In one to six newspapers in 
each state every month, ATA runs copy 
like this on taxes or on other benefits 
to the public from the trucking industry. 


Oe nee, 


tributions for its advertising fund. 
Members are asked to pledge one 
tenth of 1% of their previous year’s 
gross income. 

Truckers have never been ad- 
vertising-minded, so from the be- 
ginning ATA has had difficulty 
raising its quotas. As the cam- 
paign has begun to pay off, par- 
ticipation has improved. 

In recent years truckers have 
begun to look at advertising as 
something to be used for their 
own businesses. Some of the na- 
tional truck lines are beginning 
to tell their own story. And, dur- 
ing April, more than 300 opera- 
tors sat down for an entire day to 
listen to what ATA’s customer re- 
lations section had to say about 
direct mail techniques and mass 
media operations. 


a Is ATA’s effort paying off? 

The association says it is. In 
1940, the Biow survey reported 
that 38% of all Americans looked 
on truck drivers as “road hogs,” 
“discourteous,”’ ‘“poor-type per- 
sonnel,” “lacked experience” or 
“reckless.” In 1946, Opinion Re- 
search Corp. said only 9% held 
these opinions, though another 9% 
were less than enthusiastic. 

As ATA sees it, the volume of 
unfavorable opinion has been cut 
in half. 

That’s progress... but of course 
it reminds its members that there 
is still a big job to be done. 


Ad Council Splits Campaign 
for Bonds with 3 Agencies 


The Advertising Council, New 
York, has split the U. S. Savings 
Bonds campaign among three new 
volunteer agencies. Dancer-Fitz- 
gerald-Sample, New York, will 
prepare radio commercials for net- 
work shows, while Foote, Cone & 
Belding, New York, will be re- 
sponsible for newspaper and maga- 
zine advertisements, and Camp- 
bell-Ewald Co., New York, will 
work on the outdoor schedule. 

The three new agencies replace 
Young & Rubicam. They will begin 
work on the campaign this fall as 
material already prepared is ex- 
hausted. 


Sales Executives Elect 


James C. Doyle, central regional 
sales manager of Ford Motor Co., 
has been elected president of the 
Detroit Sales Executives Club. 
Other officers are: John D. Reber, 
district manager of Procter & Gam- 
ble Distributing Co., 1st vice-presi- 
dent; John S. Pingel, account ex- 
ecutive of Brooke, Smith, French 
& Dorrance, 2nd vice-president; 
secretary, John L. Barrie, vice- 
president in charge of sales of 
Nelson Associates, and treasurer, 
Gerald Sklar, vice-president of 
Advertising Distributors of Amer- 
ica. 


St. Mary’s Ups Whitaker 


St. Mary’s Woolen Mfg. Co., St. 
Mary’s, O., has appointed Harris 
Whitaker, formerly merchandising 
manager, as director of sales and 
merchandising for its blanket line. 


Natkin Rejoins Mandel Bros. 


Sidney J. Natkin, formerly 
manager of the State St. store of 
Goldblatt Brothers, Chicago, has 
rejoined Mandel Brothers, Chicago 
department store, as vice-president 
and sales promotion manager. He 
was with Mandel for 22 years and 
left the organization two and one- 
half years ago. Milton Merz, vice- 
president and sales promotion 
manager, will continue as vice- 
president and will assume other 
executive duties coordinating mer- 
chandising and advertising ac- 
tivities. 


NIAA Chapter Names Johnson 


Sheldon F. Johnson, sales pro- 
motion manager of Westinghouse 
Electric Corp.’s Middle Atlantic 
district, has been reelected as pres- 
ident of the Eastern Industrial Ad- 
vertisers Association, Philadelphia 
chapter of National Industrial Ad- 
vertisers Association. Other of- 
ficers are: John Dingee, Henry 
Disston Co., vice-president; George 
T. Long, C. H. Wheeler Mfg. Co., 
secretary, and Gardner Harvey, 
Atlas Powder Co., treasurer. 


July 17-19. American Marketing Asso- 
ciation, annual convention, Hotel Fair- 
mont, San Francisco. 

Sept. 11-12. Pennsylvania Newspaper 
Publishers’ Association, annual classified 
advertising clinic, Penn Harris Hotel, Har- 
risburg. 

Sept. 18. Outdoor Advertising Associa- 
iton of America, annual convention, Drake 
Hotel, Chicago. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 
cago. 

Sept. 30-Oct. 3. Mail Advertising Ser- 
vice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York. 

Oct. 5. Export Advertising Association, 
2nd annual convention, Hotel Plaza, New 
York. 

Oct. 5-7. Newspaper Advertising Man- 
agers’ Association of Eastern Canada, 


3rd annual meeting, Mount Royal Hotel, 
Montreal, Que. 

Oct. 6-7. Pennsylvania Newspaper Pub- 
lishers’ Association, annual convention, 
Penn Harris Hotel, Harrisburg. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 

Oct. 23-25. Agricultural Publishers As- 
sociation, annual meeting, Chicago Ath- 
letic Club, Chicago. 

Oct, 26-28. Southern Newspaper Pub- 
lishers Association, annual convention, 
The Greenbrier, White Sulphur Springs, 
W. Va. 

Oct. 31-Nov. 1. American Association of 
Advertising Agencies, annual Eastern 
Conference, Hotel Roosevelt, New York. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Associa- 
tion, Indianapolis. 

Jan, 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 
tel, Dallas. 

May 2-4, 1951. Association of Canadian 
Advertisers, annual convention, Toronto. 


Small & Gautreaux Moves 

Small & Gautreaux, Oakland, 
Cal., has moved its offices to 327 
21st St. 
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To Make Crosley Radio-TV Sets 


Brand & Millen Ltd. Long 
Branch, Ont., has signed with Cros- 
ley Division, Avco Mfg. Corp., to 
manufacture Crosley television and 
radio receivers under terms of a 
ten-year agreement. Moffats Ltd., 
Weston, Ont., will continue to 
manufacture and distribute Cros- 
ley Shelvador refrigerators and 
Ny and farm freezers in Can- 
ada. 


Green Promotes LeVarn 


Jackson LeVarn, formerly a 
salesman in the Midwest, has been 
promoted to manager of the New 
York office of the Daniel Green 
Co., manufacturer of men’s and 
women’s slippers. He also will 
have charge of sales in the metro- 
politan district. Mr. LeVarn suc- 
ceeds J. L. Green, who has re- 
signed. 


Abbott Rejoins Baker Agency 


Moreton Abbott, who has been 
on a year’s leave of absence, has 
returned to Lynn Baker Inc., New 
York, as copy director on the F. W. 
Woolworth account. 


Sheer population, canine or human, is no infallible index 

to sales potentials for pet food. Not when the average family 
in New York City (where only 126 out of every 1,000 families own dogs) 
buys about the same amount of pet food a year as the 
average family in another part of the country 

where there are over 500 dog-owning families in every 1,000. 


In still another region, to make population criteria even more baffling, 
the average family buys almost four times as much—even though only 348 
out of every 1,000 families number dogs in their households. 


Sales potential, for pet food or anything else, is a product of many factors. 
Some of them may be obvious, others complex—but all of them 
are part and parcel of the markets in which you sell 

and the people who live there. 


The one advertising medium which is equally part and parcel 

of its market and its people is the daily newspaper. 

Its lifeblood is news of its people—and ads of the goods 

they buy in their stores. It’s the ideal place for your advertising, too, 
when your aim is to concentrate on the likeliest markets for your product 
and to make the most of the fact that 


All Business Is Local 


= Burcai of A 


of the American Newspaper Publishers Association, Inc. is in business to help 


you make your advertising more productive. Call or write us at 570 Lexington Ave., New York 22; 360 North Michigan Ave., 
Chicago 1, or 240 Montgomery St., San Francisco 4. Or ask for your copy of the booklet, “Services Available to Advertisers.” 


Sponsored by The Atlanta Journal and The Atlanta Constitution in the interest of more effective advertising. 
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Resistance to TV is Increasing 
in Cunningham & Walsh ‘Videotown’ 


New York, June 30—The honey- 
moon is over for television in “Vi- 
deotown, USA.” From here on out, 
TV has the work-a-day -job of 
making it worth the listener’s 
while to turn on the set in prefer- 
ence to some pre-video leisure 
time pursuit. 

This is the impression gathered 
from the report of Cunning- 
ham & Walsh’s third annual 
visit to its test TV city. “Vi- 
deotown” is an unidentified city of 
40,000 located within easy range of 
New York stations. 

“A definite warning to agencies, 
telecasters and the entire TV in- 
dustry becomes visible in the de- 
creasing buying rate among up- 
per-income groups, noticeable 
since 1948, and in the steadily in- 
creasing resistance to television 
among non-owners, who stated 


“i -) 


speaking of 
“vehicles” 
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The Wall Street Journal has 
gained over 300% in circu- 


lation since 1942! 


All strata of business man- 
agement — policy making 
and operating alike—are in- 
cluded in its growth from 
35,581 subscribers in 1942 to 
153,208 today. 


In the same period, ad- 
vertising cost-per-thousand 
subscribers has dropped 
over 60%. 


Long a good “buy” for ad- 
vertisers, The Journal today 
is a better buy than ever 
before. If you advertise to 
business, The Wall Street 
Journal should head your 
list. 


THE WALL STREET 
JOURNAL 


44 Broad Street 
New York 


911 Young Street 
Dallas 


415 Bush Street 
San Francisco 


that they would not be in the mar- 
ket for TV sets. These warning 
signals emphasize our responsibili- 
ty for the production of constantly 
better programs,” John P. Cun- 
ningham, executive vice-president, 
said. 


s Data for the third census of 
“Videotown” are based on personal 
interviews with all of the city’s 
3,007 TV-owning families and 625 
non-TV families. Field work was 
done in May and June. 

Gerald Tasker, director of re- 
search for the agency, estimates 
that 40 to 42% of the city’s fam- 
ilies will have television sets by 
the end of the year, which will 
double the TV population. “This 
increase is substantially less than 
last year’s growth of 150% and 
far lower than the phenomenal 
upswing of 500% recorded in 
1948,” he said. 

Other noteworthy trends: 

1. “Seven-inch and 10” screens 
clearly are on their way out of the 
sales picture,” as consumer prefer- 
ence for larger screen sizes con- 
tinues to grow. 

2. Brand competition among TV 
set manufacturers is intensifying. 
There are 52 different brands on 
the market, compared with 30 last 
year. The two leaders account for 
30% of the sales; nine others bat- 
tle for 50% of the market and 41 


_|divide the remaining 20%. 


3. The rate of increase in TV 
sales for home use has reached its 
peak, but the total number of sets 
sold in 1950 will hit a new high. 

4. Children and_ teen-agers 
spend more time watching televi- 
sion than do the adults in the fam- 
ily. 

5. In “Videotown,” 85% of TV- 
owners and 82%: of non-owners 
have telephones. 


e Mr. Tasker pointed out that 
cleavage between the TV owner- 
ship of various income groups is 
rapidly disappearing. 

“In the test city, 28.8% of up- 
per-income families now have sets; 
28.4% of middle-income groups 
own sets; and only slightly fewer 
families (23%) of the lower-in- 
come group are television owners,” 
he said. “This contrasts with Jan- 
uary, 1949, when ownership was 
12.4% in the upper bracket, 7.8% 
in the middle and 5.6% in the 
lower,” 

Since April last year, the rate 
of buying in the upper-income 
group has remained nearly con- 
stant, with a tendency to decrease. 
The rate of increase for middle- 
and lower-income families, mean- 
while, has been sharply upward, 
it was said. 


es Estimates for 1950 indicate that 
video set sales will be up from 
50 to 80% over those of the pre- 
ceding year. “In evaluating these 
estimates, it must be remembered 
that ‘Videotown’ is in a highly 
saturated TV area; as new owners 
are sold TV sets, the remaining 
non-owners become a less and 
less interested group, either for 
personal reasons (they don’t like 
television) or for financial reasons 
(they don’t have the money to 
buy a set),” Mr. Tasker said. 

The two makes of receivers, 
which have been the favorites of 
the city’s residents since 1948, con- 
tinue to hold their positions. 

As to “family viewing habits,” 
Cunningham & Walsh reports: 
“Least interested viewers are 
grown sons and daughters; only 
52% are watching programs on an 
average weekday evening. About 
30% of the parents in TV families 
do not watch telecasts during the 
average evening. 

“The average set in ‘Video- 


AT LEFT IS ESMERELDA—Esmerelda, a happy Arizona burro, does a jig for two of 

his puppet companions and Hobe Franks, national advertising manager of the 

Phoenix Republic and Gazette. The skit is part of a rollicking, 40-minute show titled 

“Gold Diggers of 1950,” which is touring six eastern and West Coast cities to tell 
the story of the expanding Arizona market. 


town’ is in use about four hours 
during the evening, with individual 
viewers spending approximately 
three hours looking.” 


# Other interesting findings: 

1. TV families in the test city 
now do less entertaining than non- 
TV families. 

2. Movie attendance is less 
among video owners, but there is 
no decrease in attendance at sports 
events by men in the TV family. 

3. Some 25% of sets bought be- 
fore April, 1948, and 10% of those 
purchased in 1949 have been re- 
placed—usually by receivers with 
larger picture tubes. Only 5% of 
present owners expect to buy a 
new set this year. 


Coty to Introduce Shakti 
in Newspapers and Magazines 


Coty Inc., New York, will intro- 
duce a new deodorant powder this 
month called Shakti with a spread 
in Harper’s Bazaar and a full page 
in Life for July 10. The company 
will distribute 1,000,000 intro- 
ductory packages of Shakti during 
July with its bath preparations, 
and will place a regular $1 
package of the powder on the mar- 
ket at the end of the month. 

Coty will use 200-line ads in 
154 newspapers covering 139 cities 
July 12 to follow up the Life page. 
Eight business papers also are 
scheduled. Franklin Bruck Adver- 
tising Corp. is handling the ac- 
count. 


FTC Approves Sale of WWON 


The sale of WWON, Woonsocket, 
R. IL, by Associated Electronics 
Enterprises to the Woonsocket 
Broadcasting Co. has been ap- 
proved by the Federal Trade Com- 
mission. Officers of the new com- 
pany include: Mrs. Millicent S. 
Palmer, president; Buell W. Hud- 
son, vice-president of the Woon- 
socket Call, vice-president, and 
Andrew P. Palmer, assistant secre- 
tary and treasurer of the Call, 
vice-president and assistant treas- 
urer. The sale and license reassign- 
ment covers AM and FM facilities 
of the station. 


Mastic Tile Maps Fall Drive 


Mastic Tile Corp. of America, 
Newburg, N. Y., this fall will 
launch a campaign to promote as- 
phalt tile flooring in the home and 
the ease of installation by the pur- 
chaser. Four-color and b&w ads 
will appear in American Home, 
Better Homes & Gardens, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Parade, Popular Mechanics, 
Popular Science, Small Homes 
Guide and This Week Magazine. 
Trade publications also will be 
used. S. R. Leon Co., New York, 
handles the account. 


Agency Buys Printing Plant 


Chain Advertising Inc., specializ- 
ing in direct mail and space sell- 
ing, has purchased its own printing 
plant to insure better service to its 
mail order printing clientele, and 
opened new executive offices at 92 
Liberty St., New York. The com- 
pany was formerly located in 
Brooklyn, 


Dailies, Magazines, 
TV Share Emerson’s 
$8,000,000 Budget 


New York, June 30—Emerson 
Radio & Phonograph Corp. will 
invest its $8,000,000 advertising 
budget for the coming year in 
newspapers, magazines and tele- 
vision. Largest share of this fig- 
ure, which includes cooperative 
expenditures by dealers, will go 
to newspapers. 

A magazine drive for the new 
line of radio and video receivers, 
which were shown here at a dealer 
meeting this week, will break in 
the fall. “The Clock,” a 30-minute 
mystery, sponsored bi-weekly on 
NBC-TV, will continue throughout 
the summer. Foote, Cone & Belding 
is the agency. 

Benjamin Abrams, president, in- 
dicated that the company will pro- 
duce 750,000 TV receivers in the 
year starting July 1. He estimated 
that Emerson’s sales volume for the 
same period will reach $150,000,- 
000. 


Moser Names Garry 


T. Robert Garry has been named 
field merchandising supervisor of 
Moser & Cotins, Utica, N. Y., 
agency. Mr. Garry was "formerly 
assistant. sales manager for the 
White Rock Beverage Co. and sales 
training director for Schenley In- 
dustries in New England. 


Advertising Age, July 3, 1950 


Weekly Publishers 
Conduct Ceremonies 
at Plymouth Rock 


PROVIDENCE, June 26—A rededi- 
cation ceremony at Plymouth Rock 
yesterday closed the annual sum- 
mer meeting of the National Edi- 
torial Assn. 

More than 300 of the 450 weekly 
newspaper publishers at the con- 
vention gathered at Plymouth Rock 
to rededicate themselves and var- 
ious civic clubs and church groups 
in their home towns to basic 
American ideals. 

Sen. Estes Kefauver (D., Tenn.) 
commended the publishers for 
their services in keeping readers 
informed and stimulating their 
thinking on political problems. “It 
is your solemn duty to keep the 
sources of public opinion clean, to 
inspire independent thought and 
free expression,” he said. 


s Other speakers included LeRoy 
A. Wilson, president of Amer- 
ican Telephone & Telegraph Co.; 
Charles J. Seyffer, regional sales) 
manager of the Ford Motor Co., 
and Bill Cunningham, Boston Her- 
ald columnist. Discussions of ad- 
vertising and business sessions 
traditionally are concentrated at 
the fall meetings of the NEA. 

New officers of the association 
include J. Clifford Kaynor, pub- 
lisher of the Daily Record, Ellens- 
burg, Wash., president; Bernard 
E. Esters, publisher of the Pioneer 
Times, Houlton, Me., vice-presi- 
dent; and Arthur C. Gardner, pub- 
lisher of the News, Crete, Neb., 
treasurer. 


Carnation Plans New TV Show 


Carnation Co., Los Angeles, on 
July 15 will begin sponsorship of 
a new children’s television show, 
“Crusader Rabbit.” The show, 
filmed by Jerry Fairbanks Pro- 
ductions, will open on KNBH, 
Hollywood, with additional book- 
ings throughout the nation sched- 


uled to follow this fall. Startin 
with three shows a week on KNBH, 
the program is set to be tele- 
cast five times a week beginnin 
Aug. 15. Erwin, Wasey & Co., Lo: 
Angeles, is the agency. 


Borg-Warner Promotes Davis 

Borg-Warner Corp., Chicago, 
has appointed C. S. Davis Jr., 
formerly vice-president and gen- 
eral manager of Norge heat divi- 
sion, Detroit, as president of the 
division 
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_ tion budget was devoted to maga- 


am 


' 60%. Since 1942, during the per- 
| iod of balanced media expendi- 
. tures, sales have increased 155%. 


_ tising, and Advertising Council ac- 


_ critical appraisal of motion pic- 


Western Admen 
Hear 1949 Ad 
Case Histories 


(Continued from Page 1) 
Radio spot campaigns for Deli- 
cious apples were run on 88 sta- 
tions, and are believed to have 
maintained a steady movement 
during a period when consumer 
buying normally slumps a bit. Tel- 
evision tests proved effective in 
promoting an apple slicer as a 
self-liquidating premium selling 
at 25¢. 

Mr. Grady said that as a result 
of the campaign, what might have 
been a disastrous year turned out 
fairly well. Growers did not make 
much money, but no good grower 
went bankrupt, a fate feared by 
many last October. 


— 


s Paul H. Willis, general adver- 
tising manager, Carnation Co., 
Los Angeles, related his company’s 
sales experiences when ad bud- 
gets were concentrated in various 
advertising media. 

From 1920 to 1931, he said, from 
57% to 68% of the total Carna- 


zine advertising and radio ac- 
counted for a maximum of 6%. 

From 1931 to 1942, radio got the 
major share of the budget, reach- 
ing a high of 86% in 1941. Only 
6% of the total was spent in mag- 
azines in that year. 

Beginning in 1942, the company 
decided to reach a more equitable 
balance between the two major 
media and, in 1949, magazines got 
35% of the budget and radio 61%. 

(Carnation announced this week 
it will start sponsoring “Crusader 
Rabbit,” new TV show for chil- 
dren, starting July 15 on KNBH 
here and elsewhere in the nation 
next fall via Erwin, Wasey & Co.) 


s Emphasizing that records dur- 
ing the early period are not com- 
plete, and ignoring economic in- 
fluences, Mr. Willis said that the 
lowest rate of sales increase took 
place when magazines predomi- 
nated. During the ’30s, when ra- 
dio was emphasized, sales rose 


He admitted that his report 
ignored other media, but explained 
that he wanted to highlight his 
comparison of results from using 
magazines and radio separately 
and in balanced combination. el 

Discussions of Hollywood ad- 
vertising, the problem of winning 
women customers through adver- 


tivities highlighted the workshop 
sessions. 


= Ronald Reagan, president of the 
Screen Actors Guild, offered a 


ture advertising. “I don’t know of 
any field in the world that offers 
a greater unexplored frontier for 
advertising and merchandising 
ideas and men than Hollywood,” 
he declared. 

The movie studios have “over- 
advertised” for so long, that “I 
don’t believe there is a human be- 
ing in the world who believes mo- 
tion ‘picture advertising,” he said. 

Reagan deplored the general 
tendency of all media to publicize 
and exaggerate the bad points 
about Hollywood and its people, 
pointing out that in so doing they 
can be working against their own 
best interests. 


w One result has been continuing 
efforts to establish further cen- 
Sorship of movies, which can eas- 
ily move over into other fields of 
communication, he warned. 

The movie industry, he con- 
tinued, through its bad advertis- 


ee 


OUTDOOR WINNERS—San Francisco companies made a clean 
sweep of the annual Max Schmidt Memorial Awards for outdoor 
posters at the convention of Advertising Assn. of the West in Los 
Angeles last week. Top award winner was the Chevron board 
(lower left) of Standard Oil of California; agency, Batten, Bar- 


ton, Durstine & Osborn; artist, Stan Galli. 


MJB coffee poster, with BBDO the agency and Willard Cox the 
artist. Leslie Salt won third, with Long Advertising Service the 
agency and Clyde Seavey the artist. Honorable mentions went to 


oe ped 
eae _ 


C&H Sugar, agency 
of America, agency 


Second went to the 


and Acme Beer, agency Foote, Cone & Belding, artist Sam 
Hollis. Holding the winners are some of the judges. Seated are 
Norton W. Mogge, Mogge & Privett; Paul McKenney, Los An- 
geles Soap Co.; and Dana Jones, Dana Jones Co. Standing are 
J. A. Brogdon, Outdoor Advertising Inc.; Lyman Powers, FC&B; 
David Fenwick, Abbott Kimball Co.; W. E. Criswell, BBDO; L. 
B. Hamshaw, Foster & Kleiser; Robert Wheeler, Young & Rubicam. 


Honig-Cooper, artist Mildred Porter; Bank 
Charles R. Stuart, artist Gordon Brusstar; 


ing in the past, has lost its op- 
portunity to sell the greatest movie 
market—not those who are cutting 
down on their attendance, but 
the 65,000,000 who never go to 
the movies. 

As for television, a marriage 
with the motion picture is inevit- 
able, in his opinion. However, the 
nuptials will not take place until 
it is possible to get an adequate 
financial return from films made 
for television. 


ws “Women vibrate to emotions 
a man never feels,” Edythe Fern 
Melrose of the “House of Charm,” 
Detroit, told the session on winning 
customers and influencing buying. 

She said that women are not 
loyal buyers, since they always 
seek a change. Since they have 
this psychical makeup, they must 
be reached with a small amount 
of logic, then through appeals to 
their emotions and temperament, 
she said. Inherently romantic, they 
respond to appeals that promise to 
help them realize the longing to 
inspire admiration and command 
attention. 

Appeals to women should | be 
specific, Miss Melrose continued, 
because they buy for specific oc- 
casions. Cheesecake in advertise- 
ments does not attract women. In 
fact it repels them. 

Cited as an example was the 
motor car manufacturer who be- 
gan featuring models in bathing 
suits in his ads. Sales fell off and 
remained off until the bathing 
beauties were replaced by fash- 
ionably dressed women. Women 
will put themselves in the place of 
the latter, very seldom the former, 
she said. 

And she offered a final bon mot: 
“There are no ugly women, only 
those who have not learned to 
look their loveliest.” 


es Moderator for the all-woman 
panel was Lorna Moitoret, Honig- 
Cooper, Seattle. Set forth by 
Gertude Murphy, Long Advertis- 
ing Service, San Jose, were these 
statistics to show women’s eco- 
nomic status as consumers: 

Women represent slightly less 
than 50% of total population; their 
life span averages 5 years more 
than that of men, and thus they 
take over many estates, property 
and life insurance; they own 40% 
of all homes, 48% of railroad 
stocks and 70% of all private 
wealth. 

Two-thirds of total U. S. sav- 
ings are held by women; one out 
of six families is headed by a 
woman; 27%% of the female 
population is employed; 80% of 
food purchases are made by 


women and 75% of clothing pur- 
chases, They influence 85% of all 


merchandise expenditures. 


@ Women want convenience at a 
price, Mrs. Murphy said. How- 
ever, they distinguish between 
price and value. Self-service is 
becoming increasingly important, 
she added, noting that such sales 
are most influenced by pre-selling. 
The amount of pre-selling needed 
varies in direct proportion to the 
personal element in buying, she 
declared. 

Suits and hats, where fit and 
style are important, are samples 
of items in which the personal 
element is present to a large de- 
gree. Recommended by Mrs. Mur- 
phy as a program to get maximum 
sales to women was: 

1. Sell good, dependable mer- 
chandise. 

2. Use design to pack a psycho- 
logical sales wallop. 

3. Label the product so the 

woman shopper knows what it 
is. 
4. Tell her through informative 
advertising about the quality of 
the product and how to take care 
of it. 

Mary Elizabeth Atlee, of Des- 
monds, Los Angeles, said the out- 
standing characteristic of men 
shoppers is their demand for serv- 
ice. The greatest problem in de- 
veloping the men’s market is sell- 
ing the idea of ‘economy of obsol- 
escence.”” Suggested as an answer 
was greater use of emotional ap- 
peals, much like those used for 
women. 


ws Don Belding, president of Foote, 
Cone & Belding, Los Angeles, and 
Russell Z. Eller, advertising man- 
ager of California Fruit Growers 
Exchange, received engraved 
plaques from the Department of 
Agriculture in recognition of their 
activities on behalf of the forest 
fire prevention campaign, which 
they conceived ten years ago. 

In an accompanying message, 
read during the session on Ad- 
vertising Council activities, Sec- 
retary of Agriculture Brannan 
said that the campaigns had re- 
duced the number of forest fires 
by 20,000 annually, despite a 50% 
increase in the use of forests by 
the public. 

S. C. Gale, General Mills vice- 
president and chairman of the Ad- 
vertising Council, said that coun- 
cil campaigns have touched the 
lives of virtually every person in 
America in one way or another. 


w At a luncheon concerned with 
council activities, Ad Council pro- 
grams were criticized on the 
ground that they are too general 
to be used locally. It was agreed, 
however, that “localization” of 
material is a job for local com- 
mittees. And to intensify such ac- 


tivities, a four-step program was 
advocated: 

1. Form local council committees 
with but one specific job. 

2. Include a cross-section of the 
business community in such com- 
mittees, 

3. Concentrate, initially at least, 
on only one or two of the national 
programs which will be most ef- 
fective and applicable at the lo- 
cal level. 

4. Seek the support of a local 
organization interested in the sub- 
ject of the specific council project 
being promoted and persuade the 
group to become the local “sales 
organization.” 


ws The Advertising Council pre-| 
sented the first public showing of 
its new convention exhibit and 
slide film story, “Advertising 
Fights for Freedom.” In the 13’ 
portable exhibit are displayed ad- 
vertising materials available to ad- 
vertisers, media and organizations 
interested in supporting the coun- 
cil’s public service campaigns. 

With the display is an auto- 
matic projector which permits a 
continuous color-slide institutional 
story on the council and its cam- 
paigns. Each complete showing, re- 
quiring 4% minutes, describes the 
problem, solution and results for 
the following projects: forest fires, 
economic system, community 
chest, American Red Cross, bet- 
ter schools, U.S. savings bonds, 
group prejudice and armed forces 
prestige. 

Also described is the support by 
business of these and other public 
service projects through advertis- 
ing and the cooperation of media 
donating time and space to the 
campaigns. 

Elected as of- 
ficers were Har- 
old Merilees, 
British Colum- 
bia Electric Co., 
Vancouver, B.C., 
president; Gro- 
ver Kinney, Ad- 
vertisers Distrib- 
uting Service, 
Denver, senior 
vice - president; 
Thor Smith, San 
Francisco’ Call- 
Bulletin, secretary-treasurer; Mur- 
iel Tolle, Tolle Co., San Diego, 
vice-president at large. 


H. Merilees 


ws Winners of awards in competi- 


tions include (with agency): 

Transit: Product division, Interstate 
Brewery Co., Vancouver, Wash. (McCann- 
Erickson); service division, Wells Fargo 
Bank, San Francisco (Honig-Cooper). 

Radio commercials, Vancouver Adver- 
tising & Sales Station 
KOMO, Seattle. 

Radio programs: Cities over 
KOMO (Tasket Agency); cities 
100,000, no award. 


Bureau Cup: 


100,000, 
under 


43 


000, Portland Gas & Coke Co. (McCann- 
Erickson); cities under 100,000, Station 
KEEN, San Jose, Cal., for Twin-Kiss ice 
cream. 

Newspapers, general: Ist, Lincoln-Mer- 
cury Dealers Assn., San Francisco (Ken- 
yon & Eckhardt); 2nd, Standard Oil of 
Cal. (Batten, Barton, Durstine & Osborn) ; 
3rd, Idaho First National Bank, Boise 
(Cline Advertising Service); 4th, S & W 
Fine Foods Inc., San Francisco (Foote, 
Cone & Belding). 

Winner of the “Advertising Ad- 
vertising” contest among junior ad- 
clubs was the Junior Departmental 
of San Francisco. The Ayres three- 
minute speaking contest winner 
was Carolyn McClymen, Darwin 
H. Clark Advertising, Los Angeles. 


‘World-Telegram’ 


‘Strike Goes into 


Its 3rd Week 


Management and Labor 
Deadlocked; Ad Revenue 
Loss Reaches $1,500,000 


New York, June 29—As losses 
in gross advertising revenue ap- 
proximated $1,500,000, the strike 
of the New York Newspaper Guild, 
CIO, against the New York World- 
Telegram & Sun entered its third 
week of picket lines and dead 
presses with management and la- 
bor still deadlocked over major 
issues. 

In the last morning session be- 
tween management and labor with 
federal mediators, no progress was 
made toward an early settlement. 
Both labor and management re- 
vorted that the main issues to be 
settled before the strike can end 
involve a guild shop and job se- 
curity from lay-offs. 

The guild asks that lay-offs due 
to poor business conditions be arbi- 
trated. Lee Wood, executive editor, 
told AA: “Arbitration would cause 
the paper’s management to open 
its books for inspection before an 
arbitration board every time we 
found it necessary to reduce the 
staff of a department.” 


a As AA went to press, printing 
and craft unions were continuing 
to observe the guild picket lines. 
The strike marks the first time in 
the history of labor relations in 
the newspaper industry that pro- 
duction and printing workers have 
united to strengthen and support 
a guild strike. 

Other CIO unions have given 
contributions and pledges to the 
guild for the duration of the strike. 
Among them are the United Mine 
Workers, United Automobile Work- 
ers, and the Amalgamated Cloth- 
ing Workers. Ten unions in Wash- 
ington also have pledged support. 

Speaking before the 54th annual 
convention of the Allied Printing 
Trades Council here June 28, 
Matthew Woll, vice-president of 
the American Federation of Labor, 
declared that future cooperation 
between the AFL and guild must 
be on the basis of “an unofficial 
understanding among union offi- 
cials.”” He explained that a formal 
inter-union agreement for defense 
would violate the Taft-Hartley Act. 


@ In a quick check of retail adver- 
tisers, AA found that stores are 
still undetermined as to how much 
money will be “saved” in adver- 
tising during the strike. 

Most World-Telegram & Sun ad- 
vertisers indicated that some of 
the W-T&S budget would be allo- 
cated for late summer promotions, 
but that the amount of unspent 
advertising dollars ordinarily spent 
in the W-T&S reallocated to other 
departments will depend upon the 
duration of the strike. 


Grant Moves Detroit Office 


Grant Advertising has moved its 
Detroit office from the Penobscot 


Radio announcements: cities over 100,- 


Bldg. to the Guardian Bldg. 
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Those who say that advertising 
has reached the saturation point 
and can no longer expand are 
definitely in opposition to the 
views of Robert E. MacNeal, re- 
cently elected 
president of The 
Curtis Publish- 
ing Company, 
one of the na- 
tion’s great pub- 
lishing organiza- 
tions. 

Bob MacNeal 
has been watch- 
ing advertising 
grow into a ma- 
jor industry dur- 
ing his 27 years 
with Curtis, and has had ample 
time to formulate his own opinions 
about it, even though his rise in 
Curtis has been chiefly in the 
analytical and administrative 
fields. 

The new Curtis head has never 
argued this subject in public, but 
he has debated it privately with 
many men in his own field, and it 
hasn’t diminished his confidence 
in the future of advertising. 

“Advertising can prove its use- 
fulness beyond refutation,” he 
says, “and anything that worthy 
will continue to prosper.” 


R. E. MacNeal 


@ He feels that the record of ad- 
vertising’s growth over the past 
25 years offers ample proof of its 
worth and acceptance, and be- 
lieves that the increasing number 
of agencies which have sprung up 
to help service the wants and 
needs of new advertisers indicates 
a growing awareness that, to be 
consistently effective, advertising 
must be carefully planned in every 
detail. 

However, this man who started 
in his company as a clerk in the 
planning and schedule division 
back in 1923, goes one step further 
and opines that only good adver- 
tising will make this advance. 
This, of course, has been a Curtis 
policy for many years: millions of 


He spends lots of time putting up 
displays with tape, glue, or tacks 

. . and then he spends a lot more 
time going around picking them up, 
after they teor, rip, or flap ard 
finally fall to the floor! 


How can you eliminate such 
troubles . . . and gain better dealer 
cooperation? Easy— just order your 
flat display material finished with 
SAM metal strips! SAM finished 
material hangs straight from a single 


center suspension point — makes 
displays look better — last longer! 
Ss . S 
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SAM Machine Co. 


METAL EDGING AND EDGING 
MACHINERY FOR THE PRINTING TRADE 


3420 BEEKMAN STREET 
CINCINNATI 23, OHIO. 


You Ought foKnow.. . 


Robert E. MacNeal 


dollars’ worth of advertising is 
turned down annually because the 
company feels it is “unacceptable.” 

Such advertising is turned down 
if it is not in keeping with the 
policy of the particular Curtis 
publication, or if it makes claims 
the advertiser (and the magazine) 
could not substantiate, or if in 
any way it is not in the public 
interest. 


es Mr. MacNeal, in his friendly but 
firm manner, points out that the 
power of advertising lies in its 
believability. Anything anyone 
does to tamper with that belief in 
the facts presented, tampers with 
its power, a force he believes with- 
out equal in spurring the pheno- 
menal growth of our country’s in- 
dustry, commerce and living stand- 
ards. 

He says: “Mr. Curtis made it 
clear, more than 50 years ago, that 
our self-respect has no price tag, 
and similar policies now followed 
by a large percentage of others in 
the magazine field enable us to 
take pride in our industry as well 
as in our company.” 

He hastily points out that be- 
cause Curtis publications do not 
accept some advertising, there is 
no intent to brand all those ads 
as “bad advertising.” In his opin- 
ion, “bad” advertising is, for ex- 
ample, that which is misleading, in 
any way opposed to the public in- 
terest, disparaging of other prod- 
ucts, or even in bad taste. 

“When advertisers lay too much 
stress on the defects in a compe- 
titor’s product, the public may 
conclude that both are defective,” 
he explained, adding that if un- 
substantiated claims are published 
by an advertiser, there is a danger 
that the public confidence in ad- 
vertising will be reduced. That is 
bad for the country, he adds, be- 
cause advertising has helped de- 
velop this nation into the world’s 
greatest and strongest. 


s Youthful (47 years old, but 
looks younger) Bob MacNeal chid- 
ed another group of men who only 


° recently cropped up in the pub- 


lishing industry as a result of the 
amazing growth of television. This 
group has been prophesying ter- 
rible losses in magazine advertis- 
ing revenue due to television. 

Mr. MacNeal recalls that similar 
prophets of gloom shouted when 
bicycles first became popular. 
That, they said, will take people 
out into the roads of the nation 
and away from reading. Then 
came automobiles, with similar 
predictions. Finally came radio. 
All these innovations supposedly 
spelled the doom of magazines. He 
thinks that even these prophets 
must admit that to date the maga- 
zine industry is mighty active for 
a corpse. 

He doesn’t believe that a good 
and effective medium will be sup- 
planted by a new one. Rather, the 
new medium will supplement the 
old ones. Noting that television has 
thus far created as much addi- 
tional advertising as it may have 
taken from publishers, he says 
that when the new medium really 
hits its stride, the over-all result 
will be a faster.turnover of goods 
and more business for everybody. 


w On the other hand, cautious 
Bob MacNeal admits he can’t ig- 
nore anything that takes advertis- 
ing dollars out of the same appro- 
priations for which the magazines 
are competing. In fact, as the tele- 
vision audience continues to grow, 
and as more sets and stations are 
installed, keener competition for 
those dollars will place even 
greater emphasis on the quality, 
rather than on the mere mass, of 
the audience served by various 
media. Radio, however, is apt to 


NEW LOOK FOR MARGARINE—Margarine manufacturers, who 
had-to re-design yellow margarine containers to conform with 


the new federal law requiring the word 


appear in large letters, have made other design changes at the 
same time. Most now use the “eastern flat’ quarters or the 


4 reitoe Cuner 


Durkee’s 


as 


“eleomargarine” to 


pack for Parkay. 
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“western flat’ cubes pack, instead of the conventional “Elgin 
square” pack usually associated with butter. Shown are (I. t 
r.) the new Jelke Good Luck eastern flat; Durkee’s western flat 
(top) and eastern flat (bottom); and Kraft’s new eastern fl 
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be first to bear the brunt of any 
imminent upsurge in television 
revenues, he believes. 

This quiet and non-hysterical ap- 
proach to the subject of advertis- 
ing is fairly typical of Mr. Mac- 
Neal, the fourth president of Tne 
Curtis Publishing Co. His educa- 
tional background is in keeping 
with that of the previous presi- 
dents, because he has never won a 
college degree. He also came up the 
hard way, through the ranks. 


s Literally, Bob MacNeal is a local 
boy who made good, coming from 
the pine country of Medford, N. 
J., about 18 miles from Philadel- 
phia. He started work during va- 
cations in a glass factory even be- 
fore attending Glassboro High 
School. Before graduation, deter- 
mined to become an electrical en- 
gineer, he went to work in the 
New York Shipyard in Camden. 
For a while, after graduating from 
high school, he worked for Miff- 
lin Chemical Corp., but he was 
only waiting for an opening in 
Western Electric Co. He became 
an installer of telephone exchange 
equipment in 1921 and two years 
later gave up this job and joined 
Curtis. 

Several years later Curtis ex- 
ecutives took notice of 26-year-old 
Bob MacNeal when he was tem- 
porarily loaned out to advertising 
to do two business research studies 
in Philadelphia and San Francis- 
co. From that point on he rose 
gradually but surely in the ranks of 
the company and its affiliated or- 
ganizations. 

In 1934 he was made manager 
of the Curtis Standardization Di- 
vision and in 1937 became assist- 
ant secretary. Five years later he 
was made a director and in 1943 
was elected secretary. He con- 
tinued his rapid rise to become 
lst vice-president of Curtis Pub- 
lishing in 1949 and, at the same 
time, vice-president of Curtis Cir- 
culation Co. He also has served as 
a director or officer in six other 
Curtis subsidiaries and three asso- 
ciated companies. 


GE Division Names Six 


The receiver division of Gen- 
eral Electric Co., Syracuse, N. Y., 
has announced the appointments 
of R. W. Ferrell as assistant gen- 
eral sales manager; David Davis 
as sales manager of TV receivers; 
D. S. Beldon Jr., sales manager of 
radio receivers; E. J. Hendrickson 
and D. E. Weston Jr., assistant 
sales managers of TV receivers; 
and G. O. Crossland, assistant sales 
manager of radio receivers. 


Shea to Cecil & Presbrey 


Dan E. Shea, formerly sales pro- 
motion manager of Lever Brothers 
Co. and sales manager of the 
household soap division of Armour 
& Co., has been appointed director 
of merchandising of Cecil & Pres- 
brey, New York. 


McLeod Joins Publication 

Mrs. Edyth Thornton McLeod, 
formerly with Elizabeth Arden 
Sales Corp., has joined Cosmetics 
& Toiletries, New York, as consul- 
tant and lecturer on sales training. 


CBS Color Gets 
Support from 
Paramount TV 


WASHINGTON, June 28—The CBS 
color television system got support 
from an unexpected source this 
week, as the Federal Communica- 
tions Commission received final 
briefs from proponents of three 
competing TV color plans. 

CBS, RCA and Color Television 
Inc, each asked FCC to authorize 
their systems. DuMont told the 
commission that it still believes 
color is not at a stage where a 
standard system can be adopted 
“with full confidence.” 

The only other brief was from 
Paramount Television Produc- 
tions Inc., which suggested that 
FCC allow additional time for re- 
search. But in the event a system is 
authorized at this time, Paramount 
said it should be the CBS system, 
with modifications. 


s Paramount’s analysis of the ma- 
jor contenders says RCA’s color 
“appears inadequate” but that the 
CBS system, “although somewhat 
degraded from the standpoint of 
resolution, gives acceptable color 
pictures at low brightness.” 

Besides openly supporting the 
CBS color system, Paramount out- 
lined a procedure for “moving” 
TV to the ultra high frequencies. It 
said: 

1. The ultra high frequencies 
should be used exclusively for 
color. 

2. Existing stations should be 
given channels in the UHF, and 
required to broadcast simultane- 
ously in color on the high band and 
black and white on the low band 
during the transition period. 

FCC will receive rebuttal briefs 
from the competing parties until 
mid-July, and will then try to 
reach a decision. 


Buys Rights to Dishwasher 


Apex Electrical Mfg. Co., Cleve- 
land, has purchased all rights to 
the manufacture and sale of an 
automatic portable dishwasher 
called the Apex Roll-A-Way, which 
is similar to the All American 
portable dishwasher made by Apex 
for another concern since 1949. 
Apex will produce both dishwash- 
ers, retaining present outlets for 
the All American and offering 
the new Apex Roll-A-Way through 
jae company’s established chan- 
nels. 


Cash to Sterling Brewers 


Stephen A. Cash, who for the 
past 14 years has been general 
sales manager of Frank Fehr 
Brewing Co., Louisville, has been 
named general sales manager of 
Sterling Brewers Inc., Evansville, 
Ind. 


Appoints Giasser-Gailey 
Simon Levi Co. has named Glas- 
ser-Gailey, Los Angeles, to direct 
all advertising for its newly ac- 
quired Bluhill foods division. 


HARRY F. LAMBERT 

St. Louis, June 26—Harry F, 
Lambert, 70, semi-retired art di-~ 
rector of D’Arcy Advertising Co., 
died last Thursday of a heart at- 
tack. He had been with D’Arcy 
for 25 years. 
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ROcHEsTER, N. Y., June 28—Nea 
Murphy, 56, business manager o 


the Rochester Democrat & Chroni- 


cle, was killed in an automobil 
accident at Batavia, N. Y., Jun 
23. Mr. Murphy became busines 
manager of the Democrat & Chron 
icle in 1937, after serving as ad 
vertising manager of the Rocheste 
Times-Union. 


SAMUEL S. FELS 


PHILADELPHIA, June 28—Samue 
S. Fels, 90, nationally known phi 
lanthropist and head of Fels & Co. 
soap manufacturer, died June 23 
at Temple University hospital. 

Introducer of naptha soap mak 
ing, Mr. Fels was prominent i 
philanthropic work, and gave an 
estimated $40,000,000 to charity. 


GEORGE E. PRESTON 

DETROIT, June 28—George E 
Preston, 66, retired manager of J 
L. Hudson Co.’s basement store. 
died June 20 at Leamington, Ont 
Under Mr. Preston’s direction, the 
Hudson Co. basement gained a4 
national reputation. 


TV Producers Merge 

Television Producers Associa- 
tion of Hollywood and Independ- 
ent Television Producers Associa- 
tion of New York have merged to 


form the National Society of Tele- 
vision Producers. Irvin Paul Sulds, 
president of the eastern area group, 
was named to head the national 
society. 

; 


Bon Ami Appoints Lewis 

Bon Ami Co., New York, has ap- 
pointed Stanley Lewis, formerly 
national merchandising manage! 
for Canada Dry Ginger Ale Inc. 
as assistant general sales managers 
a newly created position. 
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If you have moved, tell us 
about it, won't you? Your 
weekly copies of ADVERTIS- 
ING AGE will not follow you 
unless we have your new 
address immediately. Make 
sure you don't miss a single 
important issue . . . and help 
us make the correction as 
speedily as possible by giv- 
ing us your old address too. 


ADVERTISING AGE, Circulation Dept. 
200 E. Illinois St., Chicago 11, Ill. 
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1,500 Exhibitors 
from Abroad-Due 
at Trade Fair 


Cuicaco, June 27—A field of 
more than 1,500 foreign business 
concerns, representing 39 nations, 
will be opened this summer to 


American advertising agencies 
| when these businesses make their 


bids for American markets at the 
First United States International 
Trade Fair, to be held in Chicago 
Aug. 7 to 20. 

“There will be a tremendous 
job involved in teaching American 
Barthold 
Bierens De Haan pointed out at a 
joint press conference held in Chi- 
cago today. Mr. De Haan, from 
Holland, is technical adviser of the 
European Trade Fair Board of the 


' Organization for European Eco- 
nomic Cooperation. 


The fair will be the first of its 
kind, and the foreign companies 
will exhibit their wares according 
to product classifications, and not 
in competition as nations. Com- 


| peting American concerns will also 


show at the fair, which will intro- 
duce imported goods to buyers in 
the Midwest, a previously un- 
tapped area, in the view of fair of- 
ficials here. 


s While most of the foreign manu- 
facturers currently leave their ad- 
vertising up to commerce depart- 
ments of their respective govern- 
ments, their products will probably 
need the services of American ad 
agencies in the future, was the be- 
lief expressed by one fair official. 
Dr. Jacques Kunstenaar, U. S. 
Department of Commerce official 
serving as the exhibition’s director 
of foreign affairs, and Maxwell 
Fisher, U. S. liaison official for the 
European Trade Fair Board, joined 
Mr. De Haan in explaining that 
European business men must work 
through their governments in order 
to show in Chicago, so that the 
little individual promotion work 
now being done is handled by the 
various commerce departments. 
However, as an indication of 
possible things to come, it was 
noted that the 220 West German 
manufacturers had employed Peter 
Hilton Inc. to handle their adver- 
tising for the fair (AA, June 19). 


se Mr. De Haan said that most 
Europeans have no knowledge of 
American advertising and selling 
techniques, and that if they ex- 
pect to compete in the American 
market they will have to learn, and 
U. S. experts will be the teachers. 

The publicity for the fair as a 


_ whole is being handled by Bozell 


& Jacobs Inc., both in this country 


and abroad. The work in Europe 
involves publishing press releases 
in 19 different languages, prepar- 
ing newspaper and magazine ads, 
and radio broadcasts over the 
“Voice of America.” 

This work is being handled by 
Charles Alexander from Geneva, 
Switzerland, and Nathan E. Ja- 
cobs, of the agency, who is direc- 
tor of public relations for the fair. 
A number of foreign agencies, as 
well as Irwin Vladimir & Co., 
which worked on the South Ameri- 
can phase of the campaign, are 
also cooperating in the project. 


es For the most part, European 
governments have restricted their 
advertising to informing their 
manufacturers about the fair and 
telling them how they can go about 
exhibiting there. 

In the U. S., the fair’s main cam- 
paign is being pointed at attract- 
ing buyers to the exhibition. Now 
under way, this campaign includes 
newspaper and magazine publicity 
releases; direct mail to buyers, 
trade organizations, travel agen- 
cies and transportation companies; 
and advertisements in New York 
and Chicago newspapers as well 
as business papers throughout the 
country. Spot radio announcements 
will be used in Chicago a few 
weeks before the fair opens. 

Six newspapers have made ar- 
rangements to run special sections 
containing ads and stories about 
the exhibition. 

The papers are the Chicago Daily 
News, Journal of Commerce and 
Tribune; and the New York Herald 
Tribune, Journal of Commerce and 
Times. All will run during the 
week previous to the opening. 


Langhammer Gets Ko-Z-Aire 
Account; Names Lochrie 


Langhammer & Associates, Oma- 
ha, has been named to handle the 
advertising of Ko-Z-Aire Inc., Red 
Oak, Ia., subsidiary of Mastic 
Asphalt Co., South Bend, Ind. Ko- 
Z-Aire manufactures winter air 
conditioners and warm air fur- 
naces. Trade publications are be- 
ing used. The account was for- 
merly handled by W. Earl Both- 
well Inc., Pittsburgh. The Lang- 
hammer agency also has an- 
nounced its resignation of the 
Master Laboratories, Omaha, man- 
ufacturer of Master liquid hog 
medicine, account. 

Robert C. Lochrie, formerly ac- 
count executive of N. A. Winter 
Advertising Agency, Des Moines, 
has been appointed to supervise 
creative and copy work at Lang- 
hammer. He also will assist Joe 
H. Langhammer, president. 


Whitney Moves Offices 

Whitney Publications Inc., pub- 
lisher of Interiors, has moved its 
offices from 11 E. 44th St. to 18 E. 
50th St., New York 22. 


WIJLB Appoints Jory 

William J. Jory has been named 
general manager of Station WJLB 
and WJLB-FM, Detroit. 


The Eye and Ear Department 


gram in “What’s My Line?” 


the jury humorous to hilarious. 


take—fifty dollars. 


Wednesday nights between 9 and 9:30, over CBS-TV, anyone in- 
terested in the parlor game division of our newest entertainment 
medium can view one of the more engaging of this type of pro- 


“What’s My Line” has, as have most of these programs, a jury. 
It also has a sort of combined emcee and interlocutor in the 
person of John Daly. Object of ‘“What’s My Line” is not to guess 
which is the most immortal phrase of what author, but to deter- 
mine an unknown person’s line of business, his or her occupa- 
tion, by (1) studying his or her signature, (2) observing his or 
her physical characteristics and (3) asking pertinent questions. 
Meanwhile, the audience is informed, visually, of the subject’s 
actual occupation. This makes some of the questions asked by 


do bring you in close contact with people?” of a corset salesman. 
Also, “Does it make them bigger and better?”) Every time the 
question gets a no answer, the subject collects five bucks. Top 


Hal Block acts as a sort of Oscar Levant on “What’s My Line.” 
Most of these parlor game programs wind up with someone act- 
ing like Oscar. Hal goes in for wisecracks (“If she sells bananas, 
I’d sure like to be one of the bunch!”’). 

The program is sponsored by Stopette deodorant and the com- 
mercials are on film. For some reason, film commercials on a live 
program jar this reviewer. They seem to interrupt the pace by 
injecting an alien rhythm; they lack the same spirit of the show. 
The pitch does have this to recommend it—it’s fairly straight 
and to the point and does not attempt to be cute or humorous. 
When a combination deal was offered, however—of a bottle of 
Stopette and a plastic razor with a curved head—no mention was 
ever made of the fact that the curved head made the razor par- 
ticularly suitable for shaving under the arm. Anything wrong 
with this? Or indelicate? Better to be specific or the drug stores 
might be swamped with hollow cheeked men asking for the thing 
—or swarms of bow-legged women. 


(For example, “Does what you 


‘Count the House,’ 
BAB Tells Stations 


New YorkK, June 28—Count the 
house of radio in your territory 
and compare it with that of news- 
papers and magazines. This is 
Broadcast Advertising Bureau’s 
latest selling recommendation to 
stations. 

To aid broadcasters in this com- 
petitive selling pitch, BAB is put- 
ting together city-by-city and 
county-by-county circulation 
breakdowns for six major maga- 
zines. Publications included in the 
bureau listings, to be based on the 
publishers’ figures, are Collier’s, 
Ladies’ Home Journal, Life, Look, 
The Saturday Evening Post and 
Woman’s Home Companion. 

This, plus local newspaper break- 
downs and Broadcast Measure- 
ment Bureau figures for radio, are 
all that is needed to put together 
such a presentation, BAB suggests. 

The recommendation is based 
on a similar circulation compari- 
son made by KHQ, Spokane. 


STRIPFILM PREVIEWED 

New York, June 30—Broadcast 
Advertising Bureau last week pre- 
viewed its second stripfilm, “How 
to Pick a Winner,” before station 
representatives and the press. 


| 


The 20-minute color film—a 
presentation on behalf of national 
spot radio—will be ready for the 
use of the bureau’s subscribers 
within a couple of weeks. The $15 
price covers film, script and 100 
copies of a supplementary folder. 

“How to Pick a Winner” urges 
jobbers, regional representatives, 
wholesalers and retailers to re- 
mind national manufacturers of 
their local needs. They are asked 
to suggest spot radio as the best 
means of reaching the largest num- 
ber of people and turning them 
into customers. 

It does not take a particularly 
aggressive stance in relation to 
competing advertising media, al- 
though there are brief references 
to newspapers, magazines, car 
cards and outdoor. 


Gillham Appoints Ajello 


Eric A. Ajello, formerly con- 
tinuity director of Station ’KDSH, 
Boise, Ida., has been appointed ra- 
dio director in the radio-televi- 
sion department of Gillham Adver- 
tising Agency, Salt Lake City. He 
succeeds Victor V. Bell, who has 
been made vice-president in charge 
of agency radio and television ac- 
tivities. 


45 


Newsprint Prices 
Kept ‘Fair,’ Hinman 
Tells House Group 


WASHINGTON, June 29—John H. 
Hinman, president of International 
Paper Co., denied before the House 
judiciary committee’s newsprint 
investigations session this week 
that newsprint prices are high. 

“Fairness and _ considerateness 
has been a tradition and source 
of pride with us,” he said. “At a 
time when Polish and Swedish 
newsprint was bringing $250 a 
ton, we stuck to our price of $90 
or $100 because we thought that 
was a fair price.” 

He lashed out at Securities and 
Exchange Commissioner Donald 
Cook, who submitted a chart show- 
ing how directors of International 
Paper sat on industrial and rail- 
read boards with directors of ten 
other paper companies. 


s “This kind of evidence is an at- 
tempt to establish guilt by asso- 
ciation, and is not worthy of your 
consideration,” Mr. Hinman de- 
clared. 

Meanwhile, the Federal Trade 
Commission announced that it is 
conducting a sweeping investiga- 
tion of 15 trade associations in the 
paper field for evidence of price 
fixing. 

Among the associations covered 
in FTC’s investigation are the 
Newsprint Manufacturers Assn. 
and the United States Pulp Pro- 
ducers Assn. 


Forms TV-Radio Shows Firm 


Stuart Reynolds, formerly with 
Don Lee Broadcasting System and 
Batten, Barton, Durstine & Osborn, 
has formed Reynolds Productions 
for the packaging of radio and 
television shows. Other principals 
of the new concern are Paul Ray- 
mond, formerly with NBC, New 
York, and Elizabeth Stewart. Of- 
fices are located at 321 S. Beverly 
Dr., Beverly Hills. 


Wexton Promotes Fingeroff 


The Wexton Co., New York, 
has promoted Arthur Fingeroff, 
previously a member of the art 
staff, to art director of the sales 
promotion department. The de- 
partment prepares ads for publica- 
tion promotion. 
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Chapple Elected 
NIAA President 
AtL. A. Meeting 


(Continued from Page 1) 

of publishers and manufacturers. 
They will cover: (1) an evaluation 
of inquiries resulting from indus- 
trial advertising, in terms of their 
value, and whether they do or do 
not result in sales, and (2) the 
function, preparation and distri- 
bution of catalogs, both company 
and consolidated. 


ws Hailed by the board as a tre- 
mendous step forward was the 
complete “package” prepared by 
the college cooperation committee, 
and now available to chapters. The 
package contains all material nec- 
essary for the specific inclusion of 
industrial advertising in advertis- 
ing and marketing courses of col- 
leges and universities. 

It was announced that the NIAA 
will not make an advertising 
budget study this year. The study 
will henceforth be on a biennial 
basis and be given a wider scope. 
Convention cities chosen were New 
York in 1951; Chicago, 1952; and 
Pittsburgh, 1953. 

Officers elected at the conven- 
tion are: presi- 
dent, Bennett S. 
Chapple Jr., as- 
sistant vice-pres- 
ident in charge of 
sales, U. S. Steel 
Corp., Pittsburgh; 
vice - presidents, 
Edward E. Beau- 
champ Jr., Lane 


Wells, Los An- 
geles; James 
Bennett Chapple Totten, Interna- 


tional Nickel Co., 
Toronto; Robert A. Joyce, Auto- 
matic Sprinkler Co., Youngstown; 
and A. J. Christy, Eastman Kodak 
Co., Rochester. Secretary-treasurer 
is Charles Shugart, Shell Oil Co., 
New York. 

Advertising budgets and prob- 
lems of ad managers in getting 
them approved came in for consid- 
erable attention. M. R. Kambach, 
advertising manager, and Jay M. 


Sharp, assistant advertising man- 
ager, told how Aluminum Co. of 
America arrived at its 1950 budget. 
Management had been questioning 
for some time the necessity of go- 
ing through various stages ordina- 
rily followed in establishment of 
the company’s advertising budget. 


a Proof that it is necessary was 
given by showing flow charts of 
NIAA member companies which 
use similar methods. For simplifi- 
cation of planning, each of the 
company’s approximately 50 pro- 
grams was placed in one of five 
separate groups. In each group, 
the types of program were deter- 
mined, the general objectives of 
each defined, and advertising ob- 
jectives determined. 

In the case of Alcoa’s current 
program, results to date were 
checked for such data as the num- 
ber of inquiries received and the 
number of purchases resulting 
from them. Also established was 
the extent of use by dealers of 
advertising material, and the num- 
ber of new dealers and wholesalers 
obtained during the past year. The 
background having been estab- 
lished, media required to reach 
objectives were selected and the 
final program assembled. After ap- 
proval by the sales department 
advertising committee, the pro- 
gram was presented to the com- 
pany’s president for okay. 

Budget control, the Alcoa admen 


said, is obtained through monthly |’ 


reports which are compiled into a 
master report. This report shows 
all campaigns, the amount of 
money authorized for each, and 
the amount spent under these gen- 
eral classifications: booklets, direct 
mail, exhibits, farm publications, 
general magazines, newspapers, 
photographs, promotional material, 
radio, TV, surveys, business papers 
and miscellaneous. The amount 
spent to date for each campaign 
is shown, as well as the amount 
still to be expended. The report is 
used to give a continuous over-all 
picture, so that at the end of the 
year, any analysis desired by man- 
agement can be made. 


s The system is set up for two 
reasons: to keep within the as- 
signed budget, and to know at all 
times if the advertising program is 
satisfying the needs and desires of 
the sales department. 

The budget is flexible; new pro- 
grams can be added at any time, 
and even though a budget has been 
set, it can be changed. In reverse, 
some programs are canceled as re- 
quirements change. 

Ray C. Helbig, advertising man- 
ager of Greenfield Tap & Die Corp., 
Greenfield, Mass., explained a for- 
mula for preparing an advertising 
budget for a management which 
makes it a practice to analyze and 
inspect critically its financial as- 
pects. To justify the amount sought, 
Mr. Helbig said, statistics were 
prepared on the amount of busi- 
ness paper space used, in compari- 
son with that of the company’s 
four principal competitors. 

Starch readership figures were 
used to make comparisons between 
full-color inserts as compared with 
spreads or two-color page ads. 
Supplementing this data was a 
study of the various types of space 
available in business papers. The 
top ten ads were determined on the 
basis of this information. It was 
concluded from the study, Mr. 
Helbig said, that although compet- 
itors are using more space, the 
color inserts, which have been 
used for the past four years, pro- 
vided superior visibility and were 
adequate to maintain the com- 
pany’s position. 


es ‘How to Make Advertising 
Budgets Stick” was discussed in a 
paper by Francis F. Gregory, dir- 
ector of advertising of A. O. Smith 
Corp., Milwaukee. In his talk, read 
in absentia, Mr. Gregory revealed 
how his company, which did vir- 


tually no advertising six years ago, 


now has 12 separate advertising 
programs, with separate budgets 
ranging from $15,000 to more than 
$300,000. The company has de- 
veloped a four-step approach 
which is used with each product 
division, he said: 

1. We insist on knowing as much 
about the division’s business situ- 
ation as the division management. 

2. A clear statement of sales ob- 
jectives is required. 

3. Agreement is obtained on the 
part advertising is to play in at- 
taining those objectives. 

4. A quarterly check of results 
is made. The program is kept on 
the track by quarterly meetings. 


a At these meetings, Mr. Gregory 
said, a check list of 30 standard 
topics is used as the basis of dis - 
cussion. The topics relate to the 
company’s current position with 
respect to shipments, sales, back- 
log, production, inventory, and 
other factors, designed to provide 
an up-to-date, thorough analysis 
of operations. Along with the an- 
swers to these questions comes a 
discussion of promotional objec- 
tives based on sale objectives. 
When the cost is determined, if 
the management of the division 
concerned wants to spend less than 
a proposed program calls for, that 
is agreeable with Mr. Gregory and 
his department. However, manage- 
ment is then asked to modify its 
promotional objectives accordingly. 
“Even in this time of general 
business prosperity 156 businesses 
fail in every hour of the working 
day,” declared Harvey Conover, 
president of Conover-Mast Publi- 
cations. The persistence of this 
high mortality rate, even in times 
of business plenty, can be in a 
large measure attributed to wor- 
ship of the status quo and failure 
to note the changes in markets and 
marketing approach, Mr. Conover 
maintained. Successful companies 
know, he said, that today’s market- 
ing methods and markets have lit- 
tle resemblance to those of 1939. 


a Within recent years there have 
been strong shifts in the compara- 
tive positions of states in our econ- 
omy; nationally the number of 
production workers increased by 
53% from 1939 to 1947, but in 
California the increase was 96%. 
There has been a marked shift in 
industrial buying away from the 
centers of big cities, Mr. Conover 
pointed out. New processes and 
new industries have created new 
and different markets for almost 
all.industrial goods, he said. He 
suggested that the man to discern 
and act upon these market changes 
is the industrial advertising man- 
ager. “By training and tempera- 
ment he is a student and an ana- 
lyst. He knows how to get facts, 
measure them, and put them to 
work. He is closer to market in- 
formation sources than anyone else 
in the organization, and he has 
his company’s sales records at his 
elbow.” 


Arthur Murray Buys Show: 
Hoge Gets AM-TV Billings 


“Party Time,” a half-hour tele- 
cast sponsored by Arthur Murray 
School of Dancing, will start July 
20 at 9 p.m., EDT, over ABC. An 
informal session of music and 
dancing will be featured. 

This show is being placed by 
Huber Hoge & Sons, New York, 
which has been assigned the radio- 
TV portion of the Murray account, 
all of which was formerly han- 
dled by Ruthrauff & Ryan. As a 
result of this development, Fred 
Astaire Dance Studios—inactive in 
advertising for some time—prob- 
ably will disappear from Hoge’s 
client list. 


‘Post’ Names Cavanaugh 


Edwin N. Cavanaugh, now pub- 
licity director of Namm’s, Brook- 
lyn, N. Y., department store, will 
become department store adver- 
tising manager of the New York 
Post on July 10. He succeeds Stan- 


ley Syman, who recently resigned. 


CELEBRATE 25TH YEAR—Clients, media representatives and other friends of the 

agency were guests at an outdoor party celebrating the 25th year of Dozier Gra- 

ham Eastman, Los Angeles. Left to right, here, are John Brennan, Fluid Packed 

Pump Co.; Marion Dozier, senior partner in the agency; Sid Shuman, sales manager, 
Fluid Packed Pump Co.; and Clyde Graham, agency partner. 
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CCA Recommends 
Major Changes 
in Audit Forms 


New York, June 30—Controlled 
Circulation Audit Inc. distributed 
to its membership yesterday a de- 
tailed report of recommendations 
for a major reorganization of its 
auditing forms. 

The report, compiled by CCA’s 
committee on auditing procedures, 
gives suggestions for elimination 
and modification of paragraphs of 
the present audit form and recom- 
mends additional information to be 
included in CCA forms. 

In a covering letter to its mem- 
bership, CCA has asked for opin- 
ions of advertisers, publishers, and 
agencies as to adoption of the 
committee’s recommendations. The 
letter carefully points out that the 
report is not being adopted with- 
out further consideration by the 
CCA board when membership re- 
action is known. 

The committee has proposed that 
CCA should set up standards and 
procedures that define verified con- 
trolled circulation in audit reports. 
The report states that publishers’ 
statements and audit reports should 
name methods and sources used for 
verification, the number of names 
verified through each method, and 
the verification period. 


a Additional analysis by form of 
address, according to the report, 
would show the number of copies 
addressed to individuals by name, 
to title only, to departments, and 
in company name only. 

A change in audit requirements 
was proposed to allow publishers 
to waive the requirement that 
statements and audit reports give 
the number of establishments 
served by the controlled circula- 
tion in each industry or business 
classification. The right to waive 
this requirement would be hon- 
ored if the nature of the publica- 
tion or the field made such a report 
unduly burdensome. 

A suggestion also was made in 
the recommendations of the com- 


mittee that publishers’ statements 
and audit reports include average 
controlled circulation for each of 
the four calendar years preceding 
the year in which the report is 
made. iu 


s The committee called for further 
analysis on reports by additional © 
breakdown within occupational 
classifications. Instances in which 
publishers’ statements and audit 
reports list classifications with no 
numerical subdivision among them 
would be declared unacceptable 
for audit if the recommendations 
are accepted by the membership. 

To eliminate vagueness in re- 
ports, the committee suggested 
that the board give the managing 
director authority to approve or 
disapprove all statements consti- 
tuting a part of the report. “Re- 
moval” was defined as a name 
which has been discontinued from 
the controlled list and “addition” 
as a name not previously included 
on the controlled list. 

The committee proposed that 
CCA adopt a closer definition of 
terms for qualification as a mem- 
ber of CCA. The definitions would 
set up a pattern of requirements. 


a A business publication was de- 
scribed as “one which is sent pe- 
riodically and confined to a specific 
business, industry, trade, occupa- 
tion, or profession, with clearly 
defined limits, recognized by the 
industry or group it serves, and 
rendering to that industry or group 
an editorial service.” 


Controlled circulation of a busi- — 
ness publication would include 
“that which is sent at each date of 
issue to recipients who conform | 
to a pre-established definition of © 
reader eligibility.” The publisher 
would submit his definition for ap-— 
proval by the managing director | 
of CCA, according to the proposal. : 


s 


Three Name Ronalds Agency 


Ronalds Advertising Agency, 
Montreal, has been appointed to 
direct advertising for the British 
General Electric Co., Montreal, and 
the White Motor Co. of Canada_ 
Ltd.’s line of buses, trucks, and 
tractors. Grissol Bread Specialties 
Ltd., Montreal, has also named the 
agency to handle advertising and 
sales promotion of Grissol bread 
sticks and Grisset bread crumbs. 


(i) 


327 SOUTH LA SALLE 


The Editorial Superiority and ability to 
——__ Speak with Authority has assured MILK 
PLANT MONTHLY being held in the highest 
esteem by the Cream of the Executive crop 

. who’s yes spells success to your sales 
message. Write today for detailed marke’ 
data on your product or service. 


“Milk Plant Monthly — =) | 


Your Values! 


ABC Audited Since 1929 
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New York BBB 
Sets Up Code 
for Video Ads 


Better Business Bureau, 
Dealers and Service Men 
Outlaw Shady Advertising 


New York, June 30—The Better 
Business Bureau here, acting be- 
cause of a steadily increasing num- 
ber of consumer complaints, this 
week took the lead in setting up a 
code of standards for advertising 
and selling radio and television 
sets and service. 

Representatives of manufactur- 
ers, distributors, dealers and serv- 
ice companies worked with the 
bureau in formulating the stand- 
ards, which were approved after 
a protracted series of meetings. 
Effective July 15, for home appli- 
ances generally, the code was pre- 
sented to the industry at a mass 
meeting of dealers, distributors 
and service company personnel. 

Dealers and service company 


owners were asked to fill out 


cards pledging their cooperation in 
the drive to rid the industry of 
misleading advertising claims and 
irresponsible service practices. En- 
dorsement of some 14 major dis- 
tributors, who between them ac- 
count for about 95% of the total 
TV sales in this area, according to 
the bureau, was secured in ad- 
vance of the meeting. 


s Provisions of the code include: 

1. “Bait offers, wherein the pro- 
spective customer is denied fair 
opportunity to purchase, must not 
be used.” 

2. “If merchandise is grouped or 
reduced for sales at one price, both 
the minimum as well as the max- 
imum former prices must be stated 
when advertised.” 

3. “Time limitations for trial of- 
fers shall be clearly stated.” 

4. “Implication by means of 
trademarks, trade names, etc., that 
an item is manufactured by a per- 
son or concern other than is actu- 
ally the case should not be used.” 

5. “Unless otherwise plainly 
stated, the advertised price of a 
receiver should mean that it 
is complete, with all tubes and 
accessories as delivered by the 
manufacturer.” 

6. “Statements or implications 
that ‘no aerial’ or ‘no roof an- 
tenna’ is necessary should not be 
made unless any limitations of 
such claims are made clear.” 

7. “Picture tube size should not 
be confused with picture size.” 

8. “The terms of a service con- 
tract should be clearly defined; if 
there are to be extra charges, these 
should be indicated.” 

9. “No unqualified statement as 
to the speed of service shall be 
made. If a term such as ‘service 
within 24 hours’ is used, a custo- 
mer should expect to get exactly 
that, a complete adjustment, in all 
circumstances, on any day of the 
week and without extra cost.” 

10. “Replacements should be 
made with parts of equal value, 
unless the customer agrees other- 
wise.” 


# A special unit has been set up in 
the bureau to supervise the admin- 
istration of the standards. As for 
enforcement provisions, when and 
if persuasion fails, Mr. Jackson 
said: “We will not hesitate to take 
such other action (other than con- 
Sultation with offenders) as may 
be available to us, through pub- 
licity, cooperation with law en- 
forcement agencies, or otherwise 
to protect the good name of re- 
sponsible enterprise and to protect 
the public from fraud or mis- 
representation.” 

The bureau will seek the co- 
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Last Minute News Flashes 


Street & Smith Starts Three-Magazine ‘Package’ 

New YorkK, June 30—An advertising package plan whereby Street 
& Smith will sell Charm, Mademoiselle and Living for Young Home- 
makers as a unit was outlined here today by George Hall, newly-ap- 
pointed group advertising manager. Mr. Hall said advertisers buying 
the three magazines, whose combined circulation he pegged at 1,300,- 
000, will get a flat 15% off. Thus, a b&w page in the group will cost 
$4,760; a four-color page, $7,267. Advertisers using any two of the 
magazines will get a 5% discount. The package plan is effective be- 
ginning in September. 


Kratt Names R. A. Davis Product Ad Manager 


CuicaGco, June 30—Kraft Foods Co. has named Robert A. Davis prod- 
uct advertising manager for the company’s line of salad dressings, 
margarine, malted milk, caramels and mustards. He has been assistant 
to John B. McLaughlin, Kraft advertising manager, since 1948. Mc- 
Laughlin said that Davis’ new position was the result of a broadening 
of the company’s product line. 


Robert Ferry Leaves LaRoche for Maxon 


New York, June 30—Robert R. Ferry, formerly a vice-president of 
C. J. LaRoche & Co., has joined Maxon Inc. 


‘Family Circle’ Adds 3 Chains; Other Late News 


e Three more southern grocery chains will begin distributing Family 
Circle next fall, adding about 105,000 circulation to the magazine. The 
chains are Winn & Lovett Grocery Co. (Fla., Ga., Ky. and Ind.); Dixie 
Home Stores (N. C., S. C. and Ga.) and J. Weingarten Inc. in Texas. 
Advertisers will receive the additional circulation as a bonus in the 
fall. 


e Fred R. Rhode has been named director of market research in the 
Chicago office of Fuller & Smith & Ross. He joined the agency last year. 


e Charles L. Hutchins has joined French & Preston, New York, as 
copy director. He formerly was with Erwin, Wasey & Co. and Bri- 
sacher, Wheeler & Staff in Los Angeles, and with Cockfield, Brown 
Ltd., Toronto. 


e General Foods Corp., New York, has appointed Robert M. Prentice, 
formerly a sales and advertising assistant in the Maxwell House divi- 
sion, as sales and advertising manager of the Calumet division. 


e Parade Publication, New York, will distribute Parade through the 
San Diego Union starting Aug. 13, to bring the newspaper-delivered 
magazine’s circulation to more than 5,000,000. No additional rate in- 
crease has been made. 


e@ Deering, Milliken & Co., New York, launched a new drive for its 
new Milium fabrics with a full page in The New York Times Magazine 
yesterday and will follow up with pages in Good Housekeeping, Life, 
Parents’ Magazine and Vogue through Young & Rubicam. 


e American Tobacco Co., New York, will give the “Hit Parade” a 
four-week trial as a telecast, starting July 10 over NBC-TV. This will 
be a separate production from the Saturday night radio show on NBC. 
Batten, Barton, Durstine & Osborn is the agency. 


e Test cities are being selected for a new Revlon Products Corp. 
shampoo to be launched soon through William H. Weintraub & Co., 
New York. 


e Dancer-Fitzgerald-Sample, New York, has named Chester Kulesza, 
formerly with Batten, Barton, Durstine & Osborn, to head production 
of television commercials. 


e Al Paul Lefton Co., Philadelphia, has been appointed to handle ad- 
vertising for Planters Club, a new straight, four-year-old bourbon 
whisky now being marketed by Continental Distilling Corp. Kinsey 
Distilling Corp. has appointed the New York office of the Lefton 
agency for Linfield, also a new straight, four-year-old bourbon. Both 
of these companies are subsidiaries of Publicker Industries, Phila- 
delphia. 


operation of media in enforcing | buted with 22 Sunday newspapers, 


the advertising standards. Thomas 
J. Cochrane, advertising manager 
of the Daily News, and chairman, 
Advertising Managers Association, 
told the mass meeting the news- 
papers of the city will use the code 
as “their basic guide in the ac- 
ceptance or rejection of advertising 
copy in these fields.” 


‘This Week’ Adds 
28th Paper; Claims 


Largest Circulation 


NEw York, June 29—This Week 
Magazine, published by United 
Newspapers Magazine Corp., an- 
nounced here today that the Phoe- 
nix Republic will join its group 
beginning Oct. 8. 

With the addition of the Repub- 
lic, 28th paper in the combine, 
This Week said it will have a total 
circulation of 10,048,731, “largest 
circulation of any publication.” Its 
new ad rates, effective Oct. 8, will 
be $22,870 for one b&w page and 
$26,615 for four colors. The old 
rate, which went into effect last 
Jan. 15 with the addition of the 
New Orleans Times-Picayune- 
States, was $22,660 per b&w page 
and $26,370 for a four-color page. 


a The American Weekly, distri- 


claims a circulation of something 
“over 10,000,000.” American Week- 
ly officials explained that their 
March circulation figure of 9,652,- 
775 does not include the New Or- 
leans Item, which started receiving 
the Weekly on March 5, nor the in- 
creased circulation gained by the 
consolidation of the Atlanta Con- 
stitution and Atlanta Journal. 

Parade, distributed with 32 
newspapers, says it has a circula- 
tion of 5,051,806. Its advertising 
rates are $11,450 for a b&w page 
and $13,900 for four colors. 

The Locally-Edited Gravure 
Magazine Group, which appears 
with the Sunday editions of 13 pa- 
pers. claims a circulation of 2,669,- 
802. Its ad rates are $7,175 for a 
b&w page and $9,495 for four 
colors. 


Pet Milk Signs Fibber 


Pet Milk Sales Corp., St. Louis, 
will sponsor “Fibber McGee & 
Molly” next fall over NBC. The 
Tuesday night comedy team was 
canceled by S. C. Johnson & Son 
(Needham, Louis & Brorby) after 
a 15-year run. As a result of this 
buy, Pet Milk will drop the Bob 
Crosby Show, now heard Sunday 
nights on NBC. Mary Lee Taylor’s 
cooking session—Saturday at 
10:30 a.m., EDT (NBC)—will con- 
tinue. Renewal of the Taylor con- 
tract is expected in October. Gard- 
ner Advertising Co. is the agency. 


GIVE-AWAY—One of the dealer aids in 
Kelvinator Division’s midyear promotion 
of home freezers is this three-way shaker 
developed by the sales promotion de- 
partment as an exclusive give-away item 
for prospective customers. The plastic dis- 
penser holds salt, pepper and ing 


‘Comedy Theater’ 
Headlines Colgate 
Spread in Video 


New York, June 29—Colgate- 
Palmolive-Peet Co. will sharply 
expand its television activity in a 
few months, but this will not result 
in an immediate curtailment of 
expenditures in other major media. 

Headline attraction in the soap 
company’s lineup will be the new 
“Comedy Theater,” alternately 
starring Fred Allen, Eddie Cantor 
and two other top entertainers. 

Mr. Allen, who retired from ra- 
dio a year ago after a rating battle 
with “Stop the Music” (ABC), and 
Mr. Cantor, who “dropped” his ra- 
dio sponsor, Eversharp, at the end 
of the current season, will be regu- 
lars on the show once a month. The 
other two weeks of the month, 
there will be a different star for 
each show. 


m Colgate has ordered the full 
NBC-TV network of connected 
and non-connected stations for 
Sundays, from 8-9 p.m. EST. 
Starting date is Sept. 10. This will 
put the $50,000 comedy hour in di- 
rect competition with Ed Sulli- 
van’s “Toast of the Town” (Lin- 
coln-Mercury), which is one of 
CBS’ and television’s highest rat- 
ing shows. Agency and products 
for Colgate’s “Comedy Theater” 
will be announced later. Annual 
time and talent costs for the hour 
session of music, comedy and va- 
riety are estimated at more than 
$3,000,000. 

Also in the company’s video 
plans for fall is a series of foot- 
ball programs to be aired over Du- 
Mont. TV spots are currently run- 
ning for Ajax cleanser; television 
announcements for other products 
will be added later this year. 

Current Colgate TV programs 
include the “Colgate Theater,” 
aired Sundays, 8:30-9 p.m., EDT, 
over NBC. This program, which 
advertises Vel, Lustre-Creme, 
Ajax, and Palmolive soap through 
William Esty Co., will be dropped 
at the end of the cycle. 

Sponsorship of “Howdy Doody” 
(NBC-TV) for 15 minutes on 
Tuesdays and Thursdays will con- 
tinue through Ted Bates & Co. for 
Colgate dental cream. 

Meanwhile, there has been no 
reduction in the company’s net- 
work and spot radio budget. Six 
network programs, three each 
on CBS and NBC, will continue, 
as will the hard-hitting selective 
schedule, which puts Colgate in 
the No. 1 position in most estimates 
of the top spot spenders. Printed 
media also are not expected to be 
cut at this time. 


‘Flair’ Ups Circulation 


Flair will guarantee advertisers 
a 250,000 net paid circulation, be- 
ginning with its January, 1951, is- 
ue, Cowles Magazines Inc., New 
York, announced on June 30. The 
rate based on the new guarantee 
reduces the cost per b&w page per 
thousand from $10 to $9.40. Flair’s 


present guarantee is 200,000 net 
paid. 


NAMP Meet Talks 
About Problems; 
No Action Taken 


(Continued from Page 1) 
committee, admitted wryly that 
the paper companies had seen the 
paper committee’s report (AA, 
June 19) just one week before 
most of them okayed a $5-a-ton 
increase in prices. The meeting in- 
dicated that the paper committee 
will continue its work of compar- 
ing paper prices with publishing 
income and profits. 

SUBSCRIPTION PROBLEMS: Ben- 
jamin Allen, Curtis Publishing Co., 
reported that the first six months 
of 1950 had seen a remarkable 
change in field crew selling tactics. 
Last fall, operating with a rash of 
complaints, NAMP’s Central Reg- 
istry Bureau had levied $1,550 in 
fines on agency members—and 
practices have improved. 

Mr. Allen called the publishers’ 
attention to Canada, which now is 
trying to establish a registry bu- 
reau, warned that Canadian towns 
have been enacting restrictive or- 
dinances at an alarming rate, and 
asked that publishers operating in 
Canada help in the establishment 
of the central bureau. 


s Lowell Shumway, McCall Corp., 
reported that the publishers’ efforts 
with the National Better Business 
Bureau have been well received. 
For the past two years, 31 pub- 
lishers and 20 subscription agencies 
have ponied up $50,000 to assist in 
the cooperative policing problem 
with better business bureaus and 
local chambers of commerce. 

The plan is a success, Mr. Shum- 
way assured NAMP, asserting that 
the NBBB regards it as a model 
example of industry-wide self- 
regulation, and said the bureau is 
considering extending it to the 
subscription book business. “The 
bureau is pleased—still critical— 
but definitely on our team,” Mr. 
Shumway reported. 


CIRCULATION PROBLEMS: The ses- 
sion heard a preliminary report on 
the National Assn. of Retail Drug- 
gists survey, which will show turn- 
over of items, and which NAMP 
is backing, hoping to show the 
profitable aspect of magazine sales. 

The report, delivered by Robert 
Haig, Hearst Magazines, empha- 
sized that (1) the survey got under 
way April 30; (2) that results and 
location of test stores are being 
concealed; (3) that results prob- 
ably will not be known for a 
year, although they are now be- 
ing compiled by NARD on IBM 
cards; (4) that magazine sales are 
being classified four ways: (a) by 
price groups and frequency of is- 
sue, (b) by pocket books, (c) by 
comics magazines, and (d) by 
miscellaneous. 

Robert T. Messler, Crowell-Col- 
lier Co., told the group that an- 
other outside-the-mail distribution 
test (Curtis Publishing has been 
conducting a test in three cities for 
some time: AA, March 20) will be 
launched in Albany by other mag- 
azines, in an effort to see if de- 
livery by other means than mail is 
practical. 

F. D. Pratt, Time Inc., is chair- 
man of this committee, and has 
named 15 representatives from 11 
magazines as a subcommittee to 
set up the test. 


Dartnell Sales Handbook Out 


A new handbook, “Sales Promo- 
tion Handbook,” which has hun- 
dreds of plans for promoting sales 
which others have tested and 
found resultful, is available now 
from the Dartnell Corp., 4660 Ra- 
venswood Ave., Chicago 40. The 
1,100-page book, with numerous 


illustrations and a complete index, 
sells for $10. 
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Field's Sends ‘Tribunes’ 

to Promote Chicago Fair 

Marshall Field & Co., Chicago, 

has made arrangements with the 

Chicago Tribune to send 150,000 

reprints of the newspaper’s = 
iti 


“Chicago Fair. of 1950” on, 
published June 23, to persons 
throughout the nation. 

In addition, the department store 
has placed ads in the London 
Times to remind the paper’s read- 
ers that this summer is a partic- 
ularly good time to visit Chicago 
because of the fair. 


Joins Pacific National 

Mary Peacock, formerly with In- 
galls-Miniter Co., Boston, has been 
added to the writing staff of the 
radio-television department of 
Pacific National Advertising Agen- 
cy, Seattle. The agency also an- 
nounced Sherman Clay & Co. and 
Bacchus Luggage, Seattle, as new 
TV clients. 


WFMY-TV Raises Rates 

WFMY-TV, Greensboro, N. C., 
has issued rate card No. 2. The 
card shows an increase from $150 
to $200 per hour. 


LUCKY 


if your product 
lends itself to 
DIRECT SELLING 


If you manufacture locomotives, 
dredging machinery, battleships, or 
airplanes, this ad is not for you. But 
if you make a product or service 
that’s used in homes, offices, busi- 
nesses, and factories .. . we have a 
proved, tested way to build fast vol- 
ume and reap quick profits. DIRECT 
SELLING — sometimes inaccurately 
called door-to-door selling—is the 
way! 


EYE-OPENING HISTORY 


Thousands of ambitious men and 
women are ready to take on your 
product or service on a straight com- 
mission basis. They'll advertise it, 
demonstrate it, and sell it direct to 
your customers. Without consumer 
advertising, without price-cuts, credit 
losses or inside discounts, they’ll turn 
in a cash volume that can keep your 
plant working to capacity. You can 
reach these salespeople in 90 days, 
thousands of them, and put them to 
work for you getting RIGHT NOW 
results. 

Direct Selling moved Seven BILLION 
dollars worth of goods and services 
in 1949. Dozens of companies do an- 
nual volumes of $1,000,000.00 to $10,- 
000,000.00. One does $25,000,000.00; 
another $35,000,000.00. Yet another 
$18,000,000.00. Many of these com- 
panies have been in business 25 years 
and longer, turning in substantial 
profits year after year. 


FREE BOOK 


gives all facts 


Send your letterhead to OPPOR- 
TUNITY MAGAZINE — the leading 
publication in Direct Selling—for the 
fascinating facts. How to reach this 
field, how to present your product or 
service for AT-ONCE results—how 
to operate a direct selling department 
—all questions answered. No obliga- 
tion. Write now. 


OPPORTUNITY 
MAGAZINE 


Dept. A-21, 28 E. Jackson Bivd. 
Chicago 4, Illinois 


Coming of Age 
of Brands Told 
NAEA by Weiss 


Believes Distributors 
Will Give Manufacturers 
More Trouble in Future 


New York, June 26—E. B. Weiss, 
director of merchandising for Grey 
Advertising Agency, told the sum- 
mer conference of the Newspaper 
Advertising Executives Association 
here today that 
“we are coming, 
finally, into a 
true ‘brand era’— 
an era in which, 
in all general 
merchandise 
lines, the major 
volume will be 
done on adver- 
tised brands.” 

He said the 
“basic issue” is 
whether the 
brands will be predominantly man- 
ufacturers’ known brands or dis- 
tributors’ known brands. 

Declaring that the distributor’s 
advertised brand is here to stay, 
Mr. Weiss said the distributor “will 
fight every inch of the way for an 
ever-expanding share of the total 
brand market.” In this battle, 
which Mr. Weiss said will be 
fought in the newspapers, the re- 
tailer has a trump to play. This 
is “his close proximity to the 
shopper.” 


E. B. Weiss 


s “Dollar for dollar,” he went on, 
“in its local territory, the dis- 
tributor’s brands get as much ad- 
vertising as practically any man- 
ufacturer’s known brands. Actu- 
ally, the former gets more adver- 
tising locally than perhaps 90% 
of the manufacturer’s known 
brands with which it competes.” 
Mr. Weiss said that in the food 
field the ultimate objective “will 
be to operate with an absolute 
minimum of brands in every food 
classification. That minimum of 
brand selection will include store- 
owned or distributor-owned brands 
wherever and whenever possible. 
The manufacturer’s advertised 
brand will be carried only when 


j}an all-time high. 


ae 


its advertising has created such 
a positive consumer demand that 
the retailer is left no choice other 
than to stock it.” 


@ No one in the drug and cosmetic 
field, Mr. Weiss continued, should 
assume that his brand has “a per- 
petual franchise on the market.” 
Here, as in the food field, he ex- 


NAEA Convention 


plained, “consumer demand is not 
merely the A-B-C of modern mer- 
chandising—it’s the entire alpha- 
bet.” 

“There is practically no such 
thing as trade loyalty to a brand 
in the drug and cosmetics field,” 
he said. “There is less and less 
public loyalty to a brand. The ob- 
solescence rate on public loyalty to 
known brands stands right now at 


“A manufacturer must spend 
more money for demand-creating 
advertising merely to hold his com- 
petitive position. He must add 
more than a few percentage points 
on top of that, if he wants to im- 
prove his competitive position— 
that is, his competitive position 
not only with respect to other man- 
ufacturers of known brands but 
also with respect to competing 
store-controlled brands.” 


a Mr. Weiss predicted the likeli- 
hood, that “by 1960, we will have: 

“A. 100 top retailers’ buying 
combines, voluntary groups, etc., 
reporting an annual volume of 
from $300,000,000 to $3.5 billion 
each. 

“B. Another 75 reporting an 
annual volume of from $150,000,- 
000 to $300,000,000 each. 

“C. Another 125 reporting an an- 
nual volume of from $75,000,000 
to $150,000,000 each. 

“D. Another 500 reporting an 
annual volume of from $25,000,000 
to $75,000,000 each. 

“Those 800 retail giants of 1960,” 
he said, “may compare quite fav- 
orably in corporate strength with 
the 800 largest manufacturer-ad- 
vertisers of ‘over-the counter’ mer- 
chandise of 1960. And let us al- 
ways remember that it is out of 
corporate strength that advertis- 
ing sinews come. 


s “But that isn’t the full picture. 
It is necessary also to understand 
that these 800 retail giants of 1960 
will be: 


home address." 


[] 1 yr at $3 (52 issues) 
[] 2 yrs at $5 (104 issues) 
CL) 3 yrs at $6 (156 issues) 


SYDNEY M. COHEN, Sales Manager 
Miles Kimball Company, Oshkosh, Wis. 


“| have been a subscriber to Advertising Age for some time now, 
and find it an invaluable source of trade information—both pertinent 
and general. Among the first things | did on moving to Oshkosh re- 
cently was to make sure my personal copy would reach me at my new 


Please enter my personal subscription 
to ADVERTISING AGE for 


(Nothing extra for Canada or Pan American countries) 


[] Payment enclosed 
[] Bill me 
C) Bill my firm 
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LISTENING—As Don Bernard, Washington Post, talks, V. J. Kelley, Jann & Kelley, 
L. E. Heindel, Madison Newspapers, and J. H. Sawyer Jr., Sawyer-Ferguson-Walker, 
listen at the Newspaper Ad Execs meeting in New York. 


JOKE—Tom Cathcart, This Week Magazine, center, who told the joke, obviously 
enjoyed it, as did (I. to r.) Charles J. Feldmann, Des Moines Register and Tribune; 
y PLL. Jack 


- MOSTL 
Hughes 
Mills, + 
, publisher of the Oregon — 


J. M. Wynn, Atlanta Journal-C 


Journal, Portland; and Robert S. Mclean, Reynolds-Fitzgerald. 


MIDWEST & SOUTH—Here are John W. Moffett, Minneapolis Star and Tribune; 
Richard Hall, Shreveport Times; R. W. McCarthy, Houston Chronicle; and Lew Hill, 
Columbus Dispatch. 


“A. Fully engaged in an intra- 
retailing battle of store-controlled 
brands. With every passing month 
they regard their controlled brands 
as becoming increasingly impor- 
tant. The more they fight among 
themselves to establish own-brand 
prestige, the more competition 
they give manufacturers’ adver- 
tised brands. 

“B. Doing perhaps 60% of total 
retail volume in the very mer- 
chandise categories in which the 
800 manufacturers just referred to 
operate. In some classifications, 
these 800 retail giants will do as 
much as 75% of total retail vol- 
ume. 

“C. Benefited by favored-son 
point of sale promotion for their 
own brands—an ‘advertising me- 
dium’ of enormous value. 

“D. Have developed robot re- 
tailing to a degree that would seem 
utterly fantastic today. The day of 
the engineer in retailing is here. 
He will do more to revolutionize 
retailing mechanically in the next 
10 years than was achieved in the 
last 50 years.” 


KENYON SEES GROWTH 


NEw York, June 27—Five trends 
or facts which might profitably be 
explored by newspapers as sources 
of additional business were out- 
lined at the meeting of the News- 
paper Advertising Executives As- 


FURTHE 

York H 

who su 

Indust 

sociation here by Robert E. Ken-| _Shele 
yon Jr., advertising sales manager — 
/ 7 ' house |] 

of Printers’ Ink. 7 lantic ¢ 
Mr. Kenyon’s points were: (1) been r 
there is room for growth in the as pre: 
advertising business; (2) adver- dustrial 
tising standing with top manage- Others 
ment (often regarded as a not-too- | Henry | 
necessary expense rather than as al 
: : 5 | Mfg. Ci 

a primary investment); (3) the Harvey 
need to manufacture customers; yrer, 


(4) the suburban shopping center; — 
and (5) advertising’s coming-of- | 
age and its mature part in the? 
sale of ideas as well as products. } 

Another speaker, Thomas H. | 
Young, director of advertising of 
United States Rubber Co., reported 7 
on his company’s year-long, six-/ 
times-a-week newspaper campaign 
which began April 27 in the Pitts- 
burgh Post-Gazette (AA, April 7 
10). He underscored the experi- — 
mental nature of the test, but said © 
that sales were “coming along 
nicely.” 


Industrial Ad Group Elects 


The Industrial Advertisers 7 
Council of Washington has elected | 
Philip B. Lundstrom, Publishers 
Production Agency, Renton, presi- 
dent. Other officers are: Henry 
Hoernlein, Sweden Freezer Co., 
Seattle, vice-president; Chandler 
Jones, Stetson Ross Machine Co., 
Seattle, secretary, and Winston 
McCallum, Douglas Fir Plywood 
Assn., Tacoma, treasurer. 


os 


NAME TITLE 

FIRM an BUSINESS. 

STREET. sll 

SS a =— STATE 

BUT SEND MY WEEKLY COPIES TO 

HOME ADDRESS 

Advertising Age 

200 E. ILLINOIS ST. ° CHICAGO 11, ILL. 


AA-7-3 


WINSTO 
INCORPORATED JOUR 
BOX 2017 TULSA. OKLAHOMA MOR 
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TWO BERNARDS—In this group are Herbert R. Meeker, Osborn, Scolaro, Meeker 


& Scott; Don Bernard, Washington Post; 
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John Schobert, Osborn, Scolaro; W. E. 


O’Brien, Buffalo Courier-Express; and William M. Bernard, Cincinnati Enquirer, son 
of Don Bernard. 


MOSTLY HEARST—Here are Philip Lukin, v. p. of Lawrence Fertig Co.; Wallace M. 


Hughes, manager of Hearst Advertising 


Service’s automotive department; Ray C. 


Mills, H-A-S wine and spirits manager; W. G. Hobson, H-A-S sales manager; and 
H. F. “Tiny” Kiernan, H-A-S, 


: ae Ps: 


FURTHERMORE—Karl T, Finn, Cincinnati Times-Star, listens to Alfred Stanford, New 

York Herald Tribune, caught here in mid-sentence. At right are Harold S. Barnes, 

who succeeded Mr. Stanford as director of the Bureau of Advertising, and Herbert 
G. Wyman, Pittsburgh Post-Gazette. 


Industrial Admen Elect 


Sheldon F. Johnson, sales pro- 
motion manager of the Westing- 
house Electric Corp.’s Middle At- 
lantic district in Philadelphia, has 
been reelected to a second term 
as president of the Eastern In- 
dustrial Advertisers Association. 
Others elected are: John Dingee, 
Henry Disston Co., vice-president; 
George T. Long, C. H. Wheeler 
Mfg. Co., secretary; and Gardner 
Harvey, Atlas Powder Co., treas- 
urer. 


WINSTON-SALEM 
LOOK AT THE EVIDENCE 
——_— 


1949 
Number of 
Gas Meters 


| 6,159 
\ Since 1940 An Increase /#) 


WINSTON-SALEM TWIN CITY 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 


ional Representatwe KELLY-SMITH COMPANY 


Pulse Reports Share 
of AM, TV Audience 


NEw York, June 28—This is the 
latest Pulse Inc. bulletin on the 
division of the total broadcast au- 
dience between radio and televi- 
sion in several major markets. 

The percentage breakdown, cov- 


San Francisco 5.3 94.7 

In New York, TV’s share of the 
over-all listening-and-looking au- 
dience was put at 33.1 for March 


»|and 34.3 for April. 


Type Directors Elect 


Joseph F. Weiler, of American 
Book Co., has been elected presi- 
dent of the Type Directors Club, 
New York. Other new officers are: 


‘| James M. Secrest, of Ruthrauff & 


Ryan, executive vice-president; 
Arthur B. Lee, of the B. D. Iola 
Co., treasurer; John H. Lord, 
Bigelow-Sanford Carpet Co., cor- 
responding secretary; and Bruce 


|| Fitzgerald, Pitman Publishing Co., 


recording secretary. 


Ranger-Tennere Closes 
Ranger-Tennere Inc., precision 


{|plastic products, New York, will 


discontinue its operation June 30. 
Saul Optner, vice-president in 
charge of production, has formed 
the Plastic Service Corp., press pol- 
ishing and embossing. 

Except for this continuity of per- 
sonnel, there is no connection be- 
tween Ranger-Tennere and the 
new Plastic Service Corp. 


Esso to Televise Football 


Starting Sept. 30, Esso Standard 
Oil Co., New York, will back a 
series of football games over CBS- 
TV. Home games of Army, Navy 
and Columbia University will be 
covered in the weekly telecasts. 
Time was bought through Mc- 


Cann-Erickson. 


a ey 


Two L. A. Papers 


to Resume Inventory 


New York, June 27—The Los 
Angeles grocery inventory, drop- 
ped last February, will be resumed 
“as quickly as possible” by the 
Los Angeles Examiner and Herald 
& Express, according to a telegram 
read here at the summer con- 
ference of the Newspaper Adver- 
tising Executives Association. 

The message was signed by R. A. 
Carrington Jr., publisher of the 
Examiner, and David W. Hearst, 
publisher of the Herald & Express. 
The inventory was previously 
sponsored by the Los Angeles 
Daily News and Times, in addition 
to the Examiner and Herald & 
Express. 

Thirteen newspapers are cur- 
rently sponsoring grocery inven- 
tories in 11 markets. 


Studies Freezer Preterences 


Consumer preference for larger 
freezer sizes indicates that more 
than 50% of freezer sales in 1950 
will be in 1l-cubic-foot sizes or 
larger. This trend is closely paral- 
leling the shift to larger refriger- 
ators, and the increase in per cap- 
ita consumption of frozen foods. 
These conclusions were expressed 
by Floyd M. Slasor, administrative 
assistant on refrigerators and 
freezers, Hotpoint Inc., Chicago, in 
a review of a survey analysis just 
completed by the company’s mar- 
ket research department. 


Nesco Appoints Howlett 


National Enameling & Stamping 
Co., Milwaukee, maker of Nesco 
stainless steel ware, has appointed 
William P. Howlett, formerly vice- 
president of Carl Byoir & Asso- 
ciates, as executive vice-president. 
Emmett J. Gardner, formerly vice- 
president in charge of manufactur- 
ing, has been named Ist vice-pres- 
ident of the company. 


Mill-Hall Names Schnitzer 


Bernard B. Schnitzer Inc., San 
Francisco, has been appointed to 
handle the advertising and mer- 
chandising of Grin, new silicone 
auto body polish made by Mill- 
Hall Inc., Richmond, Cal. An eve- 
ning television show in the Bay 
Area has already begun and direct 
mail, trade publications and point 
of sale material will be used. 


Forrest Joins Broyles 
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KLZ CELEBRATES—The first anniversary of the KLZ-Denver Post human relation 

series, “What Should | Do?” was celebrated by a special broadcast June 25. Par- 

ticipants are (left to right) Judge Philip B. Gilliam of Denver's juvenile court; E. 

Palmer Hoyt, editor and publisher, Denver Post; Jane Sterling, Post columnist; 

Hugh B. Terry, vice-president and general manager, KLZ; and Mrs. Mary Rose, 

chief probation officer of the juvenile court. Standing is Matt McEniry, KLZ public 
affairs director. 


Sterling Drug’s 
Ad Budget Stays 
at $25,000,000 


Hort SprInGs, Va., June 30—De- 
spite a $600,000 decrease in sales 
during the first five months of 
1950, Sterling Drug does not plan 
to cut its $25,000,000 annual ad- 
vertising budget, James Hill Jr., 
president, said this week. 

Mr. Hill reported on the com- 
pany’s status during a meeting of 
Sterling’s standing committees 
here. He said that the company 
showed an increase in net profits 
for the first five months of 1950, 
against the comparable period last 
year, despite a 1% drop in sales. 


ws Henry L. Shade, president of 
Sterling Drug Ltd. (Canada), 
said “the potential for Canadian 
expansion has not yet been reach- 
ed,” despite “vast growth since the 
Canadian company was establish- 
ed in 1919. 

“Today our advertising is car- 
ried in every important daily in 
the country; in all consumer mag- 
azines, both English and French, 
and in all important weekend 
publications,” Mr. Shade said. “To- 
day more than 50 Canadian sta- 


vertising volume, Sterling ranks 
among the first seven of all Cana- 
dian advertisers.” 


Clothing Workers Expand 


Amalgamated Clothing Workers 
of America, New York, which car- 
ries the ABC co-op, “America’s 
Town Meeting,” in New York and 
Washington, will add two stations 
—KECA, Los Angeles, and WXYZ, 
Detroit—to its lineup July 4. Ben 
Sackheim Inc. is the agency. 


Curtis Promotes Vogler 


Lewis A. Vogler has been ap- 
pointed publication manager in the 
San Francisco office of Country 
Gentleman. He succeeds David 
Dean. For the past three years Mr. 
Vogler has been on the sales staff 
of Holiday in Curtis Publishing 
Co.’s Pacific Coast territory. 


Feedrail Appoints McCrum 


Feedrail Corp., New York, man- 
ufacturer of electrical power dis- 
tribution systems, has appointed 
S. E. McCrum, formerly advertis- 
ing manager of Wickwire Spencer 
Steel division, Colorado Fuel & 
Iron Corp., as sales promotion 
manager. 


Horton Names Gross Agency 


H. M. Gross Co., Chicago, has 
been appointed to handle adver- 


ering March and April, — Arthur wg ee any iy tions carry Sterling advertising, Mice = ee | ne = 
Philadelphia 38.0 62.9 aes bho E. Brovles Co. Den- with coast-to-coast coverage. Lead-|makeg of home laundry’ equip- 
ay a 30.0 70.0| ver agency. ing the Canadian drug field in ad-! ment! 
Washington 29.3 70.7 
= ee vr ) 

m | Boston . . a ee é ee 
St. Louis 20. 79.2 - 
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You 
WILL 
LIKE 


& 
Pd 


expert personnel - 


on 


116 
CHICAGO 6, 
TELEPHONE: 


photo engraving company 
SOUTH CLINTON ST. 


ILLINOJUS 


FR-2-6343-44-45 
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CLASSIFIED 


ADs 


00 ALINE! | 


22= 


... AND THEY PAY OFF TOO 


OF INTEREST TO WOMEN 


EDUCATION AND "INSTRUCTIONS 


AGENTS WANTED 


aN ee aie aT FIGURINES 


THE EASY | INEXPENSIVE 


3. SEND 10c FOR C ATALOG. r LASTER 
2100 Riverside, Minneapolis, Minn 


R TOILETS, Cesspools, Septic Tanks 
jeodorized with amazing new product 

ry powder with wate; pour into 
poisons, Save digging & pump- 
free details. Burson Laboratories, 
955 Willard Ct., Chicago 22, ID). 
New Spring ‘n’ Summer Frocks. 
pottons, gabardines, chiffons, taf 
chec ks, lovely prints & rainbow 
ew $1.98-$4.98, Big savings. 
or catalog, y 
W. Madison, Chicago 6, 11). 


Sale! 40,0 
Finest qual 
fetas in solid 


Rm, 1015 AW, 3 


How to Learn a Good Trade 


Earn top pay, work steady, enjoy security, by 
learning a trade! We train you either at home 
in spare time, or 2 our big Chicago shops. 
Learn Avio Mechahics, Body-Fender Repair, 
Diesel, Electricity, Refrigeration, Radio, Tele- 
vision, Home Building, or fting. Gl a 
proved. Ask for valuable FR book 

course, Commercial Trades, Chicago 

| WANT NEW WRITERS to ca 
to $100 offered daily. The e 
for way No previous e¢ necessary. 
Free details. Saunders ummings, 468-50 
Independence Bidg., ado Springs, Colo. 
l’ractical Nursing Nn easily at home, spare 
time, Big deman “i earnings High School 
not necessary te for free facts. Wayne 
School, Dept 525 Sheffield, Chicago 14, Il! 


150 yds. $2, 300 yds. $3. 
terials, 1-5 yd, lengths 
nieed or money back! 
, OMECKAFTS, Dept. 
ath 8 New York 3, N. Y 
EST SCIENTIFIC 


60 YDS, RIBBO? 
New! All colors é&% 


» 
AM-42, 80 E. 
FREE! BROCHURES on L 
BEAUTY DISCOVERIES, Magt With or With- 
out Order, SPECIAL OFFER 1IN STRAP & 
HORMONE CREAM—$2. (Val Ww tITE— 
ae E PROD. 55 W. qt 5 St. r-INYCIS. 
e 2/3ds8 on cost of NYLON } 
Brockina LIFE protects against ru 
imparts fragrance as it rinses! Money-bac? 
Bend 50c. Room 301, 1560A Broadway, N 
Guaranteed silver repairing and replating, Se 
articles for free estimate. Sheffeld Silver 
smiths, 19944 Livernols, Detroit 21, Michiga 
FREE-STOUT WOMEN’S apperel exteine wr 
Rochelle, 1005-E Church Ave., Bk N 
WOMEN’S rte 


WATCIL REPAIRING 

pndent—GI Approved. Write for 
al Bench Course. Chicago 
Vatchmaking, 4 EK. Lake St., Chicago. 


LE. 
And He Ig 
FREE le 
Institutg 


Write 3 words—collect $7.65 


Make $7.65 on 1l0-second demonstration to 
merchants, Write on glass with Amazing Magic 
Crayon and presto—a 5-color Advertising Mes- 
sage takes fire and glows like a brilliant Neon 
Sign! Four sales a day and $30.60 profit is 
for “‘lazy’*’ men. Workers can double or triple 
ount, Don't wait. Rush penny postcard 
complete Sales Kit—-all FREE. 

Jept. 634-A, 125 W. Ilub- 


MA 2 
bard St., Illinois. 


NEW CAR GIVE? 

Take orders tor amazing 
ANTEED against runs, 
Full or spare time. Big pro 
Bonus Check every month. Wh 
Selling Outfit, | include Nylon 
personal use. Rush name and 
penny postcard, 
L. LOWELL WILKIN 

(-264 Midway, Greenfield, 


8! 
—GU AR- 


ad even 


you send for 
Socks for 
se size on 


ANAL » HANDWRITING, Fascinating, > 

crowe leld, Surprising earnings. Free Le 

IGA Vilhoit Bidg., Springfield 4, Kslesoort, 

COMMERCIAL ART 

B MONEY IN ART. FREE TEST. STATE 

é SCHOOL, BOX 8066, DALLAS, TEX. 

LOCKSMITHING 

arn Locksmithing- permanent, respected career. 

REE Booklet. Lock Inst., Rutherford, N. J. 

RARE COINS 

. Columbian % dol. Tie Large le before 1856 
piece before 1870 25c; 3c piece 25c; Coin 

sc ea. Flying Eagle cent 50c. GIANT 

all 7 items $2. 00. Write 


Ladies Save up to 40% on Quality Shoes di 
from wholesaler. Beautiful styles, all siz 
widths, FREE Illustrated cmales. Write t 
Shane Shoe Co., 76 Reade S' pt. A, N 
BEAUTY abs 

TEETH DISCOLORED? Teeth instantly ok 
radiant white when you use KOPAL, amazing @jp- 
tal discovery. Send 10c for literature, FROS' 
WINTERS, 270 Park Ave., NYC 13, Dept. V 
CLOTHING FOR SALE 


We buy tie. 
alog ite Ed Fai 
RARE COl 
Gold, Silver, Copper Coins, 
matic Value. Top prices pd 
BEL ee ts CO., 1180 F 
UE VALUE OF U. 8. 
Rooklet dhe. DEL MONTE, 40 W. 1k Bt. NNYC 11. 


MATCHBOOKS FOR COLLECTORS 


"C le ae. 


DRESSES 18c. Coats $1. Blouses 35c. FR 
Catalog. Crown, 164-A Monroe St., N. Y. ©. 
POULTRY 
CHICKS $6.95 per 102 Will send our che 
aa ny males, or mixed, At least % he 
reed Hayes Bros, Hatchery, Decatur, LIL 
TELLETIZED SEEDS 
A Perennial Garden—only 25c! Get 150 Coated 
& Pelleted Seeds—6 hardy varieties—reg, 
value! Plant individually—no thinning or trans- 
lanting necessary. Free catalog VU. 8. Dutch 
Rulb Corp, 220 Sth Ave., Dept. AW, N. Y. 1. 
POWER LAWN MOWERS 
Prontomower Rotary 20 cuts grass or weeds any 
height, 2 hp. 4 cycle on. 50. No dealers, Ship 
anywhere. Free descriptive circular, Write 
PRONTO MOWERS, “Oldsmar, Florida. 

GUNS AND AMMUNITION 
FISHING EQUIPMENT 
FISIIERMEN say the new Heddon Catalogs are 
finest they've ever seen. Both the 32-pg. Pocket - 
Size and &4-ps, Deluxe Catalog show the 
famous Heddon Rods, Reels and Baits in full 
color. The Deluxe has many fishing tips, 72 
drawings of popular gametish, proper names, 
record catch, feeding habits and proper tackle 
Write for free Pocket-Size or send quarter for 
Deluxe Catalog, JAMES HEDDON’'S SONS 

22 W St., Dowagiac, Mich. 
HEADQUARTERS for foreign & domestic, uns 
& ammo. al] calibers, German, French, Jap, It 
jan, British cartridges, Colt, S&W target pistols, 
air guns, etc. Buy or sell. Send stamp for list, 
HUDSON SPORTING GOODS COMPANY, 
K-52 Warren Street, New York 7, N.Y. 
Send only 25¢ for America’s Most Famous GUN 
& FISHING BARGAIN CATALOG Free gift 
worth $1.00 given with each catalog! Send 25¢ 
coin or stamps to KLEIN'S, Dept, A. Chicago 6. 


CAMPING EQUIPMENT 


camping equipt; war > catalog 
10-21L 50th Ave., L. 1 1, N. 


WAR SURPLUS 


ime, 
MORSAN, 


FREE big war surplus, bargains, catalog, Write 
ROCKAWAY SALES CO., Rockaway &, N. J 
‘s FURNISHINGS 


Send $1 for 50 we dif. Ist edition 20°s or 25 
40's Matchbooks, Also FREE exciting club news. 
PHILUMINIST C LUT 8, 17 N. State, Chicago, IL. 


SPECIAL NOTICE 


IS 
YOUR NAME 
HERE? 
Bank Deposits 


For many years se@apgs banks 
throughout the United tos 
have advertised their inactiv™ 
accounts and have tried to find 
the owners. The American Week- 
ly reaches over 91% million fam- 
ilies and it is likely that in this 
tremendous audience there are 
the following individuals who 
were last heard from in the cities 
indicated: 


Elmore F_ Elmore... 


Unclaime® 


+..Peru, New York 


Clarence V. Horner. . . Washington, D. C. 
ST a ee Allston, Mass. 
Mike or Susanna Caalfa..Rowe, West Virginia 
Helem Porrest.........0,. San Francisco, Calif, 
Naomi L. Burrell... . ee Sbese New York, N. Y. 
Francis J. Golden......... Charlestown, Mass. 
Jos, G, Jean Lefebvre......... ‘harron, France 
Clara Hi. Jenkins........ Pittsburgh, Pa, 


Rona hie . Los Angeles, Calif, 
Mary E, Wissner 
San Francisco, Calif. 
lollowell, M 


METALIZE BABY SHO 
FOR PROFIT 


fake two 
acturing. 
bad 30 
) an hour 
e with- 


one on sales, one on ma 
Tremendous demand; good times 
million prospects—eager to buy. 
profit. Low investment. 
out quitting present job! Get WA 
CESS PLAN, Show: everything 

Write WARNER ELE , 
Dept. 804-A, Chicago 26, I} 

AMAZI guarantee gives fre 
runs or snags within period t 
weights including sheerest 60 
stores, Good Housekeeping G 
tionally advertised. Also lir 
line men's hose guarant 
wonlen—-earn wonderf 
orders spare or full 
ence needed. We 
you free sam 


lons if hose 
ig =e All 
. Not sold in 


Men and 
income writing 
PY money or experi- 
r-collect. Postcard brings 
"king & money-making sales 
xX €O., Babylon 924, N. Y. 


BE OUR SALESMAN 


YOUR coma NITY 
+ «. for Cell-U-Mo . the best and 
fastest selling cellulose sponge mop 
on the market Special opportunity 
for big distributors, Write today for 
full partes ulars. 
‘ELL-U-MOP CO. 

Dest AW -4, Freeport, I 
2cSTARTS YOU IN BUSINESS. Double barrel 
—— pian, ‘‘Guide to Success” plus mammoth 

talog of 500 tested sight sellers. HELPS YOU 
To BECOME FINANCIALLY FREE No exp, 
n Part or full time, Rush 25¢ deposit (re- 
ean ) for complete success plans GOLDEN 

VELTY, 648 roadway, N.Y.C. 12., N.Y. 
GEARING $50 is yours for selling 100 boxes 
greeting cards at $1. Stationery or napkins 
with name on. Send for samples agd selling 

lan on approval. Costs Bathing to try, 
{ERIT, 370 Plane St., Dept . Newark, N. J. 

SELL SWISS Ri TWATCTIEN 
14K Gold pl, case & band unit, rhinestone 
dial, Sensational $15 retailer, Send for into. 
& sample $6 COD, Moneyback guarantee, AW 
Dunhall Imports, 101 Cedar St., 7” eo 
EVERYONE WITH NAME AND ADDRESS a 
sure-fire prospect for eae KY house numbers! 
sowent - priced in Amer our prom 100”. 

SREE. NITE- MRITE. 216 N. Wa 


START YOUR OWN 
Opportunity backed by world- “wid 
home necessities on credit. 
$6,000-$25,000 sales year after ye r, Write 
RAWLEIGIUS, DU-AMW, Freeport, Tlinois. 
A Fine Income, your own NYLONS FREE! en 
‘ylons, Lingerie, Men's Socks a AMAZIN 
FREE REPL nC EMENT GUARANTEE aontond 
Runs, Snags, Tea Write for Free Sales Kit, 
ROSALEE HOSTERY CO., Clifton 17,.N. J. 


MONEY! $50 is yours for selling 100 boxes 
greeting cards at $1, Stationery or napkins with 
name on. Send for samples and selling plan 
on approval. Costs nothing to try. Waid ‘OME, 
368 Plane St.. Dept. L., Newark, N. J 
WHERE TO BUY 800,000 articles nae from 
manufacturers, Save by buying direct, Sent 
‘REE, ‘‘Your Profits Under the Spotlight.’ 
GLASS PUB. CO., Ellwood City. 6, Pa 


Wondertul 
industry, 200 
Ilundreds average 


CLEAN UP in Advertising Isnsiness! Sensa- 
tional FREE Sales Sa tA Adver- 
tising itenis. Elect tric ns. i »is- 


sions. Pricing Press, 105 favette, * NY 


sag for tree magazine listj 


undreds of good 
omen, f ‘ .O 


In the April 2, 1950 issue of The American Weekly more 
than half the advertisements in Classified Opportunities 


.»» WERE REPEAT ORDERS OR 
PARTS OF REGULAR SCHEDULES 


Proof that “Classified Opportunities” in 
The American Weekly Pay Off with Results 


Columns like the ones at the left have been published in The 
American Weekly since the issue of September 11, 1949. In 
each issue more and more advertisers have learned the value of 
multiple insertions. Why? Results and results alone! 
Classified Opportunities in The American Weekly, distributed 
through 22 great Sunday newspapers, reaches the largest reading 
audience in the world—over 912 million families from coast to 
coast! Imagine the impact of such an audience on your advertising. 


CLOSING DATES: 


7 weeks in advance of publication dates. For further 
information concerning the facts in this advertisement 
(please mention advertisement) and complete rate 
card details about Classified Opportunities write to: 


MERICAN 
EEKLY§ 


qm A HEARST PUBLICATION 


THE 


Greatest 
Circulation 


in the World 


CLASSIFIED ADVERTISING DIVISION 
63 Vesey Street, New York 7, N. Y. 
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